a2 United States Patent

US009183572B2

(10) Patent No.: US 9,183,572 B2

Brubaker 45) Date of Patent: Nov. 10, 2015
(54) SYSTEM AND METHOD FOR OBTAINING (56) References Cited
REVENUE THROUGH THE DISPLAY OF US. PATENT DOCUMENTS
HYPER-RELEVANT ADVERTISING ON -
MOVING OBJECTS 5,150,116 A *  9/1992 WeSt .voovovvricvrrrens 340/928
6,484,148 B1* 11/2002 Boyd ... 705/14.64
(76) Inventor: Curtis M. Brubaker, Monarch Beach, 6,545,596 B1* 4/2003 Moon ......... ... 340/425.5
CA (US) 2002/0009978 Al* 12002 Dukachetal. ............... 455/99
2002/0135515 Al* 9/2002 Rankinetal. ................. 342/385
(*) Notice:  Subject to any disclaimer, the term of this (Continued)
patent is extended or adjusted under 35
U.S.C. 154(b) by 937 days. FOREIGN PATENT DOCUMENTS
Jp H02-93147 7/1990
(22) PCTFiled:  Mar. 16, 2007 (Continued)
OTHER PUBLICATIONS
(86) PCT No.: PCT/US2007/064175
PCT/US07/64175 A3 Search Report dated Oct. 12, 2007.
§371 (©)(1), (Continued)
(2), (4) Date:  Jan. 20, 2009
Primary Examiner — Eric Netzloff
(87) PCTPub.No.: W02007/109541 (74) Attorney, Agent, or Firm — Wilson Sonsini Goodrich
PCT Pub. Date: Sep. 27,2007 and Rosati
(65) Prior Publication Data 57) o ABSTRACT )
A system for obtaining revenue through the display of adver-
US 2009/0299857 Al Dec. 3, 2009 tising on fixed or moving objects id disclosed. Such objects
receive, store, poll and extract data to present content based
on the time of day, locations, and relative movements in a
Related U.S. Application Data specific environment, where data and information stored in
(60) Provisional application No. 60/783,577, filed on Mar. moving or mobile objects within that environment can be
16, 2006, provisional application No. 60/794,006 transmitted between those objects or to stationary objects,
ﬁléd on A:pr 21. 2006 T where it is then used to enable and control such displays for
T ’ which the owners of those objects are then compensated. The
(51) Int.CL system enables the display of hyper-relevant ad content with
G060 30/02 (2012.01) synchronized remote audio, personal messaging and public
(52) US.CL service alerts on surrounding objects and provides for the
CPC ... G060 30/0269 (2013.01); GO6Q 30/02 real-time logging and later downloading of data to confirm
’ (2013.01) communications and content deliveries between objects,
(58) Field of Classification Search track and measure consumer engagement, verify consumer’s

None
See application file for complete search history.

74001 750

Ve D ove (VI
it oded viewingpreleees
Tceivod o iewiag vehicke}

1525 1530~
e rquestad IO
wn(al;mhble

direct responses to ad viewings with accountability systems.

70 Claims, 23 Drawing Sheets

s T
Taerwegton vk, it S
e 1 80

7

Ar >

&

=

?

ToVeicke

Tipe, pece and % cmpltion
Displyy

of pontent delvery Is encoded
and fogzed 0 both hard drives

Tocompensaton



US 9,183,572 B2

Page 2
(56) References Cited Jp 2004-279509 10/2004
Jp 2007-526165 9/2007
U.S. PATENT DOCUMENTS KR 10-2005-0008281 1/2005
KR 10-2005-0043353 5/2005
2002/0164962 Al 11/2002 Mankins et al. KR 10-2005-0072369 7/2005
2002/0167416 Al  11/2002 Polyakov
2003/0006911 Al*  1/2003 Smithetal. .............. 340/988 OTHER PUBLICATIONS
2003/0050744 Al 3/2003 Saraiva . . . .
2003/0195670 Al  10/2003 Smith et al. International written opinion dated Oct. 12, 2007 for PCT Applica-
2004/0036622 Al 2/2004 Dukach et al. tion No. US07/64175.
2004/0226204 Al* 11/2004 Green ..........c.c.coc.e. 40/591 CNET. Light car open source: bringing OLED TVs to the streets.
o A o
5005/0231385 Al 10/2005 HI;};SZr """"""""""""""" European search report and opinion dated Apr. 25, 2014 for EP
2007/0079331 Al*  4/2007 Datta et al. ...oo.cooovrrre. 725/42 ~ Application No. 07758697.2.
2007/0112762 Al 5/2007 Brubaker Evans. German Firm EDAG Previews Light Car Concept Ahead of
2007/0132664 ALl*  6/2007 WEISSIMAN orveoeneoeoeoe 345/30 Geneva Debut. Jan. 20, 2009. Accessed Jul. 23, 2014.
Paukert. Geneva 2009: Clever EDAG ‘Light car open-source’ is like
FOREIGN PATENT DOCUMENTS safety television for tailgaters. Mar. 3, 2009. Accessed Jul. 23, 2014.
Office action dated May 21, 2015 for KR Application No. 10-2014-
P H10-207413 8/1998 7033391
Jp H 11-065343 3/1999
Jp 2000-071895 3/2000 * cited by examiner



US 9,183,572 B2

Sheet 1 of 23

Nov. 10, 2015

U.S. Patent

—_ 2IEP 20 Pe JO $3
8L} ssauso mepeyd o) coummq&aoo/ P ook w ; /Wm\ 0011 o~ 0Lk L "'Bid
_—195() J01RIdQ/I0UMQ) PRIRNSIZRY e uonesuaduo) sl sl
0001 1
09 ﬂl uEmo&a 30D nommou_i/ 006 _~S1500bar 100 po33o
e it REELEEEET R : - aol
7] | oL 06L |
D BT\ B, N e
i TSR SR T S S
- peg - - )] - Lo ~-
050 ! UONONPOI PGS A MaN ¢59 09, §59
o GO0 e e J Sl
UOTNQLISIP JUAIUO)) ~1 - ™~
0zl S uonnquIsI(y
™~ 0Sl | | soomampend yuaiuo))
Kjddns wononpoid uonnqsi(q
sunsaaug -
=82} — "~~~ 008
/1 SIMJORITEIY gpihaiisl I N 0l
009 | swrddng ‘sxadojareqy 07k g0 (] JUAWINIA0D)/139[] 081
[ [ I 009 ™~ -
J q Gl — YOBQPAI} SOUBULIOJI ]
Sumpun uone[niod SUIALL(]
Surpuny Judwdofars( Eo_.mmowo raq _ N 00F
113 g > S13SDIAPY
spIepue)s EoEou\\ : ~00¢
00k~ s01— _
vonersi39 pue Junyew ans pasodorg - =] $9IU9BY JUAWIA0D N. 002




US 9,183,572 B2

Sheet 2 of 23

Nov. 10, 2015

U.S. Patent

] ~ as] JoreradQ/wumQ parsIsiday yonesuadwo) < T ¢ Oid
— — 006 — T3 251 901AI95 21[q0d pauIITuO))
onns |, 000V -7 LT - S~ 71
uw_%a \.“\/\_y obi — 0L L PNsisanbar aosas oggnd pofgo]
poido . . L . . L
| B\ A= L N @i, o)
uononpory e - A II:IM/M.‘.W..M....I Rl RN o
apmpp 1 0P €0 oo S R S B R NS
( MmN PE8-T ~0oL I N - ~- 659
0k 259 - 082 \ 2l
T0TNQLISIP 301ALS AI[qA] o8
Ajddns N | Y9UqPe9] A0UEULIOIad 001AL0S i — F
UOT)INPOLI -~ JUAUISAAT] A.
\ > uonnqrIsiqq
0zl sopesddp / SUOISSTINIOY) % $319ua8y Jagoyfeuoyeum] | 4 ¥1C
~
5e) 008 - 339) ades() \lWﬁ (S1g) sonsueig uonenodsuea] joneang L {22
suoneondde 1am0
1 0v9 STOWSOUNOTUY 90IAIS OMqNg (vVON) 208 Jomeags fewoneN | 4 o
Surzeyg) 9 sjoueg su)sAg Arojeg % SumyBry ajorgaA
I AN 23eudiS 2 UONEOLNBAP] SIGIA (V114) vonensiurupy 1
siedsiq b me ) Euw_ %w_mzo SSuLIE AL 1OUIE0 pPIEZEY £50[0UgIA Y, 3ANEAOUU] PUB YOIBISNY 802
i \_ aZeudig Lemyry (VILN) UOHEDSTUIIPY UONZMIOfu]
dwssoodd L gz9 3 NNP=S— pue suoneomnumodapaf, puoyey [~ 90¢
] o¥e
spwae], 1 019 uog_mﬁm%ww (VMH.D) vonensturupy Seaqfiy [eopag (—4. 02
f " Supmmy . (FSLHN) WS gy
/z&ﬁ@:ﬁ& moﬁﬁm_mﬂ pue . SpIUpIEIS 1OJFS JHITIL BAOH] [PUOREN - o0
s1onddns ‘siadopaag  OUPIPW AN pasodlig NS fropnSay <
~——009 N\~ oL ~— 022 SIOUOB JUAWWIAA0D) ~_ 07



US 9,183,572 B2

Sheet 3 of 23

Nov. 10, 2015

U.S. Patent

~— 006 .
oom—/., 98] J03e10d(/0uUM() PAIISIOY uoresuaduwo) 2 €Ol
218 ~ - \ uonnqLISIp pe 8@@
amsodxs
e ittt bl Htit ettt 3 ELI
Swisospe ! i / ﬂmuauﬂ Busraape padlo]
pa33o - N 0wt N 05L ~
: 2 H&n.@ 2\ BB Qw9
uononpolq ﬂ S L A ﬂ. S———
\ gomes + O¥L 4G9 o =7 IoMM.!I}v,leE,, Lt ,ﬂ,lpﬂr =27
BON 1o e mmmmmm S g e ~~-G59
099 269 - UONNqIISIP Py
0cl / ~— g6l
Ajddns
UO1INPOI ] —1 Yol
008 Yoeqpadgj souewaopad py
O@L Suzen % spoued | 2 1 -
I 5% oBesn — E¥}
069 I' shedsiq | | uonnquIsyq e
A Fumeoon w_wo_m_amﬁuzm \ weguant |
079 ! m N 1 N gt | $I30NPOIJ TUAIUOY) J"/
~1 sonewep] sprepue1g vonesuadwoy) - ; ] N
o | || ey
- SIomEwe SUOBTORIIAUS SPIFPUBIS APLLIAAQ) [l - sprepug)s - SJUAI[D pue “
s1or7ddns ‘sradojaaa(g uononpoxd juiof sprepur]g asuodsoy ag[ndui] - pasodory [ sewoueSe Swistuarpy |
_/ N el supoong omdesowng- | /7 “ - B o
009 suone[r3ay anua ) 2 Awxos - _ i r 1 0LE
002 SPIEDURS JNfRUIA[A] - | _
2 SIWIIO,] 3 SPIEPUEIS 1UAIU0T) - 00€ i | sisiueape JoopIno {
mm_ocmo V JUSUILIBA0D) SPIEpUEJS UOL BUIUY /so1ydeIs) - ™ A1 pue sfng RIpay “
Us13304 2 'S'N P coﬁﬂwﬁmoﬁ pue / SISTIIAPY - - “ /./__l
Jurypw opnr pasodosy SPIBPUEIS JUAIUO)) R i LT S0¢

~—- 00}

S~ 02E



US 9,183,572 B2

Sheet 4 of 23

Nov. 10, 2015

U.S. Patent

000} $39] 981 J9a3/[euosIad ss9] uonesuadwo)) — .
™ \ } I [ - J 5/ ¥ ‘'OId
oFL b~ as() 101es2d/IUMQ paraIsiSay uonesuadwo) !
0I2AS3I PAIOI[[0D 0 PY ——mne 4
il Eniiieieieialeteaiealntelied Sttt y SUOTEZLION)NE SN
. %memwm %%__ : ~ 0o/ | d E_oea pass0T
\ ' ..AA s i 3 V_ = ( ....L.!.A&_
gg} Uomonpoiq " / i ..ﬂw = HJ . ﬂi...w,miw._i el o
e ¢ bl ...JLE. .,rir\!..\‘.‘
MON #7897 =~ GG9
059 UOTINQUISIP JUSIUOD J0TAIAS mw %_MMM%M@ —
o1[qud JuswuIA03/199)) 7 J PRI d
pue renoszad vonendod SmALC sogoid gomeser ooy py gy

vﬁ\ h art

sajrjoxd Joyerado/Iaumo paposug - asn 1aayy 29 [wwosiad powjua))

i et YL
llllllllllllllllllllllllllll ™ f - _
m 059 m uonnqLIsI(] : m
m ~H 950 [BRIFOAIT v 9L - m as() euoszag -+ 0GF |
72 m _/ UAII00 08 m
! - S0URIRIAI] " mo_ﬁoa 19914 N ! CElIETEIET N I e ot V44 “
i T * 1
: - oijord 10jeradp i 0900 % $9[1504d IWNSUO) a diysoquapyy b 06V |
08 n o “ “
| A voTensi3ay " i vonensidoy |4 0eF !
I 1 ! 1
“ m 1 “ "
i 0 \. soTunmmo? 1asn \n\m & Sl tomaiofng \“ - SONMUINWONO) 1N UG !
b e TI2WW2A08 133)) AUUQ) | vonendod SuAL bm oo /: e
~ $I9ST 1UAMIUIIA0ZAMIL] — 00 0oy — Oty



U.S. Patent

402~

Owner of Preexisting Vehicle
Installs Aftermarket System

4

Nov. 10, 2015

and Driver's License Number

Consumer Buys or Leases New
Vehicle. Dealer Registers VIN

Owner of Preexisting Vehicle on Avtomaker's sitc
Registers VIN and Driver's 404 7/
License on Automaker's
Community Site Registered Owner Completes
Home Enrollment on
422 —~ Automaker Community Site
Owner of Preexisting Vehicle | 490 _
Registers Names of

Additional Family Members

s

Owner Registers Names of
Additional Family Members

30—

Sheet 5 of 23

US 9,183,572 B2
448
Registered Owner
—=4  Determines Personal Use
Preferences

y

Registered Owner Creates

Owner of Preexisting Vehicle Personal Displays
Assigns Family/User Names Owner Assigns Family/User 459 /
to Preference Selector Names to Preference Selector
Registered Owner Creates
138" 436" Personal Messages
Family Members Select Family Members Select 454 7
Personal Ad Viewing Personal Ad Viewing
Preferences Preferences Registered Owner Agrees
to Operating Contract Terms
43— 42— e
— ' 456
Registered Owner Registered Owner
Determines Viewing Determines Viewing Registered Owner Agrees
Protocols Protocols to Compensztion Contract
15— 14— 458
Registered Owner Agrees to Registered Owner Registered Owner Submits
Operating / Compensation Determines Display - Profile for Approval and
Contract Terms Preferences Distribution
455 — s46—" a60—"
A
Registered Owner Submits
Profile for Approval and Distribution
Distribution l
465 - 800 ~ Registered Owners
470 _~1 Periodically Submit Profile

FIG. 5

Updates for Approval




US 9,183,572 B2

Sheet 6 of 23

Nov. 10, 2015

U.S. Patent

‘G1L 21l

099 ——
uoloNPOId
SIOIYBA
MaN



U.S. Patent Nov. 10, 2015 Sheet 7 of 23 US 9,183,572 B2

T
)
|
e
FIG. 8
G. 1

T ey @ ™

FIG. 7




US 9,183,572 B2

Sheet 8 of 23

Nov. 10, 2015

U.S. Patent




US 9,183,572 B2

Sheet 9 of 23

Nov. 10, 2015

U.S. Patent

- s e

Z=5

Hnﬂuﬂ

. .
' :
;Hmwu...u:\l--i..i ......
o e e s & [~k
HH
L] 1

@gli

C Wih-n _

'..:..-'\\\»ﬂ\ JV._

Neu T ; fi
.\.I.\.....u‘;n\..\\
P




US 9,183,572 B2

Sheet 10 of 23

Nov. 10, 2015

U.S. Patent

ovL W

Il!llllllllu-.l.l!llll.d.lII.L

JARNIE

A 72 £e)d i

" ~ L digo uowaoIojud Me] SABJASIp [BUIIIUT |mJE WL~ 106110 094

) owmﬁ_ﬁmmwwu L — p0d A _ “Awllul
: SZEN Ajddns 1omod g / vLL m

m o= Hodor NI hwmw_w%% norompieds ||  imioig _ mAIqNﬂV
‘ (A — |

m 8L~ 1sanbor asnduwy |—] 1019998 195) 91/~ anup prey JauIsuex) opny oL foR m

_ _ LiGjlilie! '

m 6L~ I PEETA— SR SOTGIA /NMM 6L _ sroALp Kejdsi(] _ /m'Wv
038~ poppeodn) L= 91— ! WL

m JOSUDS —mo:&O ;\U@dm’—l“u_oo% UOTeSINU] — mm—mf a ;

™ ~ SUONE[[EISUI S[01YoA MON

N £8 0 N K e S 35681 9l B0k 29l 09 N 099
N L 0% “ : 089
(L)) / .0y IR pesadien ) = M, .. Lo e N
OSSR el EFEEER e T I (&
G .,lﬂ = R A _ SN TN T

S l_/\ :&M,ﬂllv N ﬂj el Kﬂ — 55

-E::E.i-!Wm@.------J.-..----..------------.N.mm...\.----------------L ~ - $JonjaA 3unsixd a1

uononpod a[orgoA maN ¢ T ettt ey

069 — A‘.Ul m JONITSUEN) 30D il sfedsip _m@ m

m _ 8Ly 0L~ 8LL N G9L m

6 m\m) woda el d/NJA = 15onbay aspndwy | 10300[08 198[) = 10859001 £1ddns 1amod ajorga m

“ [ I !

" 3 SAIp PR} 9eL

sgonpism 4 \ Gl !

TRy - - V6L ~ 0eL~ wopnqusip ywaruo)) \pi 7 |

96} ‘g5l ‘241 ‘aGh .m:\r 891 ‘291 ‘891 '99}



US 9,183,572 B2

Sheet 11 of 23

Nov. 10, 2015

U.S. Patent

)

TORNQEISIp
WAN0)

J

051

et ) 4] B
' SSA[RIIM amsodx pray-ur i
: €98 —__| 1watuoo prordn s Ped307 A paYoa0ssID e . e 101eSUAdImO?
“ TSR 511091109 PAITGHISIP [[V L
' PaULuoy !
; 058 e 088 iy b
: | onquISp SuiaRg wamoo peodny . i
1 } T 0€8 '
i gpg ™ | Suipoous fsong w0 oumapq b— '
H 3 UONAqLISIp SUONINASuY * 278 '
B 98 Surposus snus ) DRI FIFp OCR DY pojow m
T - 088 | vonnguisip UMURIRQ [~ '
Ui 928 :
Suposua swn, sape13dn waskg t '
Furpooua Ko 1
—~ [} e ip HoLI] :
3 mw%%e 678 [ Juayu00 iojesadojroumo sl T 18 !
TRy | noxdde pue monasy JUSISIAT] Sumoous anay, '
. —J ] < - T (28 "
) 0p8 —~  seqyoud Jorsadoyiaumo gel T !
apoous 7y ar0idd ! . I
_l pooua 1 anoiddy 1_ o | 18~ [ - il
~—J  $10e0u00 pur sajoid $)982)103 pue sayijosd douerdwod saonoeld % sprepuels e dmos aans oqqud |}
808 Jopradojmumo §530017 Iajesadoy0umo 5530014 10J JUSJU0D e MATATY 303 JUSIU0Y MAADY SN
ll'.........lll”Ill'.lll--llll'll.bl..ll..l.l..l...ll..- ..l.l.Ill'.l.ll.ll.b‘.l.ll.lll" w.
e EEE sapijord 103003 % S2[Tj01d JUJU0) FUISTIOAPE |, WAL00 9011 dipgad | uonnqLIsi(]
of | tomredorauso Juqug \ Jojesadoyiouamo Jnogng ymgng 056 nwang ™ )/
srasn yuammasodpeay | FHE | vonepadod Swang ssnapy [ 00 $10Uae JUeWUIRA0N) Oge 008
005 —" 00y ~ SJRIORNUEW A..l»l_ Burpuny 1wemdojseg Sl N 002
“ssorjddns ‘stadopara( fe

~ 009

N~ Burpuny JuIwdo[INA s 1 1



US 9,183,572 B2

Sheet 12 of 23

Nov. 10, 2015

U.S. Patent

WEESSN
UIAR)L

A

da81 "Oid
¢l8 0/8 898
8 L L ya
10 syutod §5a008 Y1042 PIY} A U1 SA[T2A Kenydiy ap vo
S10WA1 10 [RINI 0) 19N JEIMWILAAOT 10 199} 03 DA sapanaa JaSuassed 0 302mQ
$93e108 SoueuaurERw 10 $93e28 Surysed (e savred Sunyred uownrede
Sunyred ajorgaa 1eayy 011290 pue mpping 201530 0} a0 % WANUTTIOpUO) 0) 13a11(] seauapisa ey s 1 o
\_ 999 <198 - 298 N og
%Eﬁﬁ% o)
oSt

W)

%ﬂmw %N:



US 9,183,572 B2

Sheet 13 of 23

Nov. 10, 2015

U.S. Patent

61 "OId 0911 [oruas1 JY UL PUE E1E
00kt
siotesadopiauo pasapsider i Sﬁeém fq ™ PA123[[02 304 P2 JO $9[eS p
0) syuaurfed 1oam( PRI93[[0) §39§ GoBS () Bjep J080uod payidwod J0g py j
8Lt omm/ SR Sy i._m
i ' T
PadtoATI 10 ‘uanjesuadmod NIA ou10ads £q unope;d o110ads 4 i ds £ " NIA H
Jogesadoyraumo woly J0 851 10jerod0/RUAO WO |- Z@\WB %55% i eaoem_ %ﬁw ﬁmwmw%c&mﬁ | 911900 woxy suoyezIopnE | 11
PIIONPaP $325 380 [BUOSIY PaIEOJED $33] 98N [BUOSIA] PALITUO0 [E10, “ m osn [euosiod peddo | 1
06 NGB m N—g9L 1 BL—" gl
NIA 1pioads £q NIA otoads £q wuope;d NIA orads Aq M “ m
107e50do/IouMO paIalSIFax [BIJAUI0D JO SN POUIJUOD [ soumiap Susnmape e u%%.%%m“ ﬁwow%omwmw %_ m égﬁ ?ﬁ%m” %%%S b
01 uortesuadiog py 10 paje[nofed $39 py POUIUO) B0, | o ! Bl 3
; " H
| 0% S~ 576 02| _ L~ —hl — 19
NIA 941005 £q NIA dioads £q NIA otytoads 4q i ] t
Joqesadoyzanso paajsidel UNOJRId JO 2SN [EB U fed  SOUDAIODOMIS ONGNd  fee zww m,wowwm % uwmw&s — E%owwmwmw ﬁﬁ% mmmmg i
0} UOTesudmo g DITE[NO[ED $99J IAL3S 2T|qn PAUIU0I BIOL, ! TAISS J1[0C peoa0] m IS ORI PARSOT | 14
N\ N SR N R SRR UV
036 | s/ + ] : "
091 -~ ~=~G9)
(310 *eouesnsu ‘Furyueq ‘Jeny) NIA d1oads £q NIA 91p2ads £q !
swesSond digsromed asn wopefd 10} patout Suuears gomerdwon s infebeiieheinks il
vorjesadiwod juiof $A10U05E JUAWTIIA00 % T0N213p pueLf m 06 b moﬁé&a,o/u.
=086 =~ 068 e i 006
ettt BT R e e (OIRaSAI PAJORY|02 204 Py
_ UONNGLSIP WI0L] 28 'SLL L1 €41 0L \<0pi1
suamed-02 S3uyig UONNqUISIP O, SUOIE[JEISU 9T
saupred [erRwWWo) £ouode Juaumurason B wol] eeq podaoT
S~ 099099



US 9,183,572 B2

Sheet 14 of 23

Nov. 10, 2015

U.S. Patent

L gBELTID

@ VINUOITEVS

D=y

s

¢901




U.S. Patent

—

BBIBEE Elﬂ'
2777771

CALIFORNTA
GKL4288

L=

<
-
<2
~-=

Nov. 10, 2015

FIG. 25

FIG. 24

Sheet 15 of 23

1160

US 9,183,572 B2

FIG. 27

FIG. 26



US 9,183,572 B2

Sheet 16 of 23

Nov. 10, 2015

U.S. Patent

188115 151

19048 pug

190415 pig

1ovdlg Wiy

19948 YIS

IEER SRR

vadls Wiz

0821 8¢ 'Ol
H1HON \\
{ 5
3
@
\..vmmv \ommw
[ R
éo@mom
0SgL Joen
LORUBAUOY
1910H
LIOHIH
i “\
o,@ﬁ orzl
voni” | spreuogow w_a\%
w apay / czel
29zl




US 9,183,572 B2

Sheet 17 of 23

Nov. 10, 2015

U.S. Patent

6¢ 'OId
(onuAATY
IOUAQ PANSITY I SmsnIaApy mwoIy pajonpag ofuey
PRIBYS SPaad0l / 9[Npayds . mmmm 3s[] JRUOSId &v wnipajy am—m EENy
39,] 301AJ2G OIgN UO paseq o] N
- ggel ] N 06} N g
fQuotrg 18I SpY
(Ayuroug 189qB1H) SUIONPOI] AWIODU] SAO]Y fioug
[ [PAT (Ao 189M0) £ AT Al amsodxg
¥ [3A] g g
I Vo I < A 0zel w 5981
33eren Sunyeyg
suonean( 1oaload Surm : somoy yoeorddy
spiepuelg A1ajeg % peoy [230°] h mémcmomm_@ a%ﬁwgmm % Ewo amnﬁwaow MMB S PUB [[EFf UOLIUDAUO)) w__m_wscm
£q pouzason) - orj1oadg anuap 110 POOGIOqHsIoN [¥007] mﬁ u%ﬁ :o_m W\M% Méhm ay) Surpunozig sxo0rg A1) A
1 ol * Nogsl R » N gy
suonean(q 109lorg IUAQ pataisiday Aq _ o . SUIDOOU
§uum(y sprepurig £1aJes PIRAIOY AJ[eNUBIY UG IO IV _.\Mm_sm%ﬁoszqw,mm % ua.we 1
2 proy [2907 £Q PSUISAOLD) SINOR[ SUISTLAAPY SWILIJ-UON . . :
Ny T N - gzel
orel geel
fllicy)
uoneAnoy Aousgmumy 150D !
eomiony oo, | | amusumgano | | St ouonwor | | owmouign |,
o yuounreda A1) S30WOI] JSUMQ PasNSIZY o s0800d§ sarmdwop) ayddy
- Nojg
fouafrom /omm_ RUOSIS S Amryor, dryszosuods ~ S0Et
| [ d ToITXO0I4 !
aseyoINJ JUAIUO)



US 9,183,572 B2

Sheet 18 of 23

Nov. 10, 2015

U.S. Patent

%8v} £ v8rh 0€ ‘OId
%ST S PIRUOCON / %S1 $ PIEUOEIN %S SPIEUON
BuioN %S1 PV S[210H UONIH %S PV S[I0H UOTH %S1 PY S[EI0H UGN 1M 4L, 01419
™ (L 007 efddy %0, 0807 ajddy %L, 0307 2Jddy M- ZepL
881
%01 S,PleUOOW . %01 $.PreucdIN %01 $,PTev0W
Suimoy ™~ %07 PY Msom%%:ﬁ ™ %0¢ PY mgom%%am ™ BT PY wsom%%:ﬁ /mgm 19 0143
g0, oo addy %L 0307 91ddy ooy aiddy
2oh1 997 0L 0007 9] babL %0L 050791 aovit
%0t PY S[210H UOIH %0¢ PV S[ICH VOTH %0¢ PV S[I0H UaNTH
Y SN I 5 DO I D B N
8gpl el yS1 Zahl
%L 0i0] ayddy %(L 030 3[ddy % 0307 ajddy
Qm_moﬁmmh wﬂ%muwr (pompear Amiodmay) | ™ (poapror Amiodway) / (yompros A roduy) J3aS Uiy 01 I
L yF %0¢ NINL JHONON | 9pyr} %06 NINLIHONON | pppp | %06 NANLIHORION ™ 7y
(3osuods mogg mndwo?) se) 9507 MV 19418 AVM ANO (Josuods mogg sandwios) se)
Ao ~N B0 030700y [N 308 0307 ofddy /vm_: 901 0807 9ddy RSP OTPR
8Ev1 geyl ST 2tV
g yoddng 10mSIA [8207 + .
ugoN ~ SPY JLjoiq [PuOSIag ~ SPY 31§01 WO [2L0S19 WWS w.w% w Mummm % mwm 1oang pug ol 5]
8eyl gevh S 227l
WAy} Jo peage $199{qo snowrea uo sAedsip urA0[[0] IYI 298 [[IA SIIALIP 9A0qE AY) (87 “51f) UOOU e 13913 UIRJY UO GlON Furjdari],
uoddng JONSTA [R90T +38) Y
HOMAS QALY 91j0JJ [BUOSIa 0) PoLIaJSUEIL, 9 A[0S NOPRMMS $333d SPEA DI} g
SmmarA py o N 1Y 81Ljoid [eu0siag / aw%s M X %gw HW waom ,/ 03 ATuoeg UaIJaI
I 8l f 9yl ) - t N
WALSAS LN VINHALAY (R s eywey) (A g seraegun) ADS NI soofussseg s
Suisy) spy Sunqesi(q K AVD TYNOSHH NI / AVO TVINTI NI SPDY Jo pro] gaiss 1UAQ paISIioy
YIARA QELSTIHINISIC J JHINNNOD ATIVA {gopy | YATHAVAL SSHNISNE AN WOW 392008 _
80V} FUIMaL A WAIU0)) POrt 2ot



U.S. Patent

From Receiver
and Decoder

Nov. 10, 2015 Sheet 19 of 23

-~ 740 0r 750

Vehicle ID number gVIN |~ 1505
with coded viewing preferences
received from viewing vehicle)

Are ads
requ;ostcd

1515
No /

No ads are queved

Yes 1530

VIN Number and Content
Preferences are Decoded

1800 ~ 2
| Intersection clock there time
ToGPS (how much time is left?) for the requested

content
!

Yes

US 9,183,572 B2

/ 1520
Declined ad viewin To upload/
instruction logged” f——=- download
in hard drive transceiver
1535 1588~
Altemate or similar Content e1(s1
content is queued re-queu
1545 1686~
Shorter content
i quened Preempted
(same or delivery
similar type)

1550
B0~ Yes Are
Proximity Priorities thgge%;gégy
[ ?
848~1" Personal priorities 1555\
1
824 1 public service priorities Content released
~ s from hard drive
1560~ 7
Higher priority content , -
overrides queved content Modified delivery
Law enforcement & Yehicle proximity & motion 1575
security priorities monitored during delivery Is
I content fully
' delivered
To law 1570 ~ 9

enforcement chip

Prioritized content sent
to vehicle display drivers

Yes

Ta Vehicle
Display

FIG. 31

1590
N\

Time, place and % completion
of content delivery is encoded
and logged to both hard drives

——

!

To compensation




US 9,183,572 B2

Sheet 20 of 23

Nov. 10, 2015

U.S. Patent

¢t "Old

0191
r

L omsauy

o\.o_./

BOIY 119]Y B0IAIDG ON[qd ~

" | 1ojRpjuoneIg S
A - T
i Jusnoapy |
= -fmxory
spreoq[t :
d. owaosw%m_ m HLYON

m r 0891

10ATY

0291
peoy| ey

m(Q 38pug

oiﬁ\



U.S. Patent Nov. 10, 2015 Sheet 21 of 23 US 9,183,572 B2

=)
CO D)

1
(o )—=—

1705 D
N

~1755

@ NORTH
: : e
74 i g i
17207 1725/ N1725
COCO K )
C ) |.
) 1725 -
) /@\ 1720
7\ N I .
1710 17_157~\’ @ SOUTH
1740 %
|
1745 \
\ 1750
\ — 1760
K

FIG. 33



U.S. Patent Nov. 10, 2015 Sheet 22 of 23 US 9,183,572 B2

E
~
1770~ 1780
i @

FIG. 34



US 9,183,572 B2

Sheet 23 of 23

Nov. 10, 2015

U.S. Patent

Surnanb juau07
10J Ju3s Surmiry Jneja(g

g¢ "Old JATID PIRY WOIJ
PASES[AI SI JU2JU0))
b NSl
P U PSPPSRI PRI
pare[noea s1 Aefdsip
JUQIU0D JOJ S[qR[IBAR QU]
- 088}
Ko doysypar
HOIJEA0] pue SuIpEoy o
o oo Sl Gon [ Qe
0v81 ~ ,
,/ 0981
SmPpI02a1 UAAD 9581 —
1 poduteys-oum urfog
N\ gesl | o
ON
Gesl i
UOrEa0[ 068}
1) 10

gigl
\.

1STX39 Bl

Josuas [eandQ

TOIEO0] 10J PapI03al

pauadp

uonIsuei) 0jo))

Qmn-[eal u1 pajjod

971] UOTeI0]

\ Goglt
\m&ﬁ? 13110 WO
PaAI32a1 saouanbas
[eUSIS PAZIUOIYDUAS
-UOU JO PIZIUOIYOUAS

——
$9[9T3A J9Y0 0)
1SBOPROIQ 25UaNDAS
Surwy PoZINOIOUAS

uoijedoj / Surpeay

/omwr

0
(8]
e
-—

S W e N D ED S SR R B R R M N R A A R R A R R em A e

0010 UOTOASIN] - -~

00st —

V4

G/81
10A12ISUR)
peojuAop/peoldn _
/ 1272
f GLL T

SO

e



US 9,183,572 B2

1
SYSTEM AND METHOD FOR OBTAINING
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BACKGROUND OF THE INVENTION

1. Field of the Invention

This invention pertains generally to effectively providing
advertising content with respect to a prospective consumer’s
desires and, more particularly, to an integrated system and
method for directing hyper-relevant content to consumers
through the use of wireless technologies for the exchange of
information, including the compensation of users for provid-
ing or viewing content.

2. Description of Related Art

In the ad business, there are a handful of yet to be realized
holy grails. They are: (1) Deliver your ad to the correct demo-
graphic (age, gender, income level, etc.); (2) Deliver it at a
time its recipient is sure to see it (not when he’s out for a soda
or in the bathroom); (3) Pitch your ad to consumers who are
truly interested in what you are selling (instead of wasting
advertising dollars on those who are not); (4) Catch consum-
ers when they’re relaxed and open to suggestion (instead of
preoccupied with other things); (5) Reach audiences TV can’t
reach and do it with more targeted spots in a single day than
they’d catch on regular TV; (6) Connect with buyers at the
right time (i.e.: sell them food at meal times); (7) Get your
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message to consumers when they are at an opportune location
(forexample, promote a great restaurant at meal time a couple
of blocks from the place); (8) Put ads into the distribution
pipeline in just seconds using the Internet; (9) Base billings on
the actual content delivered and do it all electronically and
automatically; (10) Give advertisers proof their ads actually
ran and track them on a minute to minute basis; (11) Provide
feedback to the agency or its clients on consumer engage-
ment; (12) When your ad shows, let viewers buy (or at least
get more information) at the push of a button. Unlike any
existing commercial advertising system, the present inven-
tion delivers all of these objectives, and more, by creating a
totally new kind of mobile communications platform and
forum.

Advertising.

Madison Avenue is working to outdated media models and
needs to figure out emerging media fast or it stands to lose
billions of dollars to others who will. Over the next decade,
major money will be set in motion to create entirely new ad
platforms and new ways to reach consumers in what today is
a $250 billion industry. In the process, the ways and means of
the contemporary ad business are going to be turned inside
out, not so much because of the present invention, but because
of the many emerging technologies that make it possible. For
years, marketers have taken their best shots at consumers.
Much of it is creative guesswork which follows available
technology and distribution streams that were invented for
other purposes. Television, for example, developed as a com-
munications resource and quickly evolved into a form of free
entertainment where marketers could insert the products and
services others wished to sell into the paths of consumers
while they were having a good time. It was not important if
those people were really interested in the products and ser-
vices; TV was simply the best way to expose products and
services to consumers because TV had traffic. However, ad
executives are beginning to recognize how much money is
being wasted on antiquated media plans. For the first time in
history, TV Spot ads were the biggest loser in ad spending for
2003, sinking 9.5% to $15.5 billion, because viewers have
‘left the building.” Yet, newspapers, magazines, cable, and
syndication all showed gains, with the category of outdoor
advertising rising by 9.8% to $3.5 billion.

While consumers are looking for new things to do and new
ways to entertain themselves, marketers are looking for audi-
ences. However, audiences today are increasingly sophisti-
cated about avoiding advertising messages. What is needed
isn’t just any audience, but an audience that truly cares about
what advertisers have to say and sell, and those ad messages
have to be bright, quick, and relevant to the new audience’s
current interests and lifestyle. Today, the gold rush is toward
the Internet and to what has been termed the “3rd screen,”
those tiny carry-around displays found on cell phones, iPods,
and PDAs. Once again, marketers want to insert themselves
(and their content) into our everyday business and fun. It is
estimated that as much as 25% to 30% of the $100 billion
spent each year on brand advertising will soon find its way to
such mobile screens, but will users who pay for such services
accept advertising? To borrow a statement from a highly-
placed marketing industry executive: “If I'm a 22-year old
male and I’ve downloaded four 3D games to my phone in the
last 30 days, chances are pretty good I’d be interested in
seeing a Sony PS3 commercial on my device.” He may be
right. Recent studies have determined that kids like watching
ads as long as they represent something they’re interested in.
Look at the Super Bowl, where large numbers of viewers tune
in primarily to watch the ads. Consumers like these want to
participate, want more to talk about, and want ultimately to
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have a say, so they can certainly take the time to tell adver-
tisers about the kinds of content they would like to see. Yet,
today’s marketers have failed to recognize that there are tech-
nologies emerging today that can open dialogs between con-
sumers and creatives and still leave the field open for expres-
sion and execution by the professionals in it.

New canvases are needed along with the audiences to go
with them, but to secure them will require more than repur-
posed TV spots for tiny screens on the go. What is required is
a systemic rebirth ofthe ad game including novel applications
and pragmatic distribution. But more than anything, it
requires marketers to get more in touch with consumers who
are more in touch with themselves, with consumers who are
articulate enough to tell us atleast two things: 1) who they are,
and 2) what they want. Technology can enable this, but there
needs to be an economic reason for consumers to opt into the
game. The present invention has been conceived to provide
just that.

Visual Congestion

American cities are converging on BladeRunner-like
visual clutter, and few regulatory brakes have been applied to
this accelerating buildup. Electronic displays on taxi tops vie
with sign-wrapped busses and trailers, bus shelters plastered
with ads, lighted store signs, and a profusion of billboards,
many with revolving panels and flashing lights, and now
many with radio-enabled audio. The situation promises to
worsen. Nanoscale components promise larger, cheaper,
high-resolution video screens that are bound to find their way
into signs, surfaces, and products of all kinds. We are already
inundated with visual ads: our daily sensory diet includes
thousands of commercial impressions, from pop-ups and ani-
mations in Web content to TV’s full arsenal of 30-second
spots, now with product placements embedded in what
remains of the entertainment. With increasingly new tech-
nologies and eye-catching designs competing for drivers’
attention, regulatory agencies, traffic engineers, and advo-
cates are beginning to question which of these potential dis-
tractions may also pose a risk to driving. To what extent can
commercial signage be blamed for accidents? What do we
know about the nature of attention and distraction? Can this
proliferation be rationally controlled?

Surveys show that signs and billboards indeed compromise
traffic safety, especially at intersections and on curves. Flash-
ing lights, motion, visual clutter, and novelty (e.g., the Times
Square/Las Vegas Strip effect that is replicating so quickly in
major cities) are implicated as part of the problem. Addition-
ally, research on driver distractions confirms that visual com-
plexity compromises safety by forcing drivers to scan the
environment longer for street signs, turns, or critical land-
marks. Researchers using eye-tracking devices to monitor
drivers in traffic are finding that video signs are more distract-
ing than static signs and can act as catalysts, increasing ad
gazing of all types, even in unsafe situations. Similar studies
are documenting the effects of visual distractions on both
young and old drivers to determine what constitutes safe,
manageable amounts of information, and the effects of ani-
mation, video, and moving panels on drivers, in efforts to set
standards so that electronic signs and billboards are legible
and non-distracting. To be non-distracting, however, is to
contradict the entire purpose of outdoor advertising, and
therein lies the problem.

It is undisputed that people are easily distracted. Theories
of attention point out relationships between mental excita-
tion/interest and the ability to perform tasks. We function best
somewhere between boredom and over-stimulation. What
researchers have found is that new or unexpected stimuli
trigger involuntary responses and the more bored or unfo-
cused we are, the more susceptible we are to these surprises.
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Studies have also identified modes of visual perception: a
focal, or search, mode that is narrow and specific, and an
ambient mode that is a sort of default, which is not focused on
anything in particular, but having better peripheral awareness.
We’ve learned that computer users performing search tasks in
the center of the screen are slowed when objects appear onthe
perimeter, even when they aren’t consciously aware of them.
The more peripheral objects, the greater the distraction. Thus,
the more we direct our attention towards that periphery, the
less we focus on what’s in the middle of our screens, or in the
middle of our roads. Researchers have also found that new,
moving and looming objects command attention; that the
onset of motion triggers overriding or urgent attention, pos-
sibly tapping the survival instinct; and that changes in color
can capture attention. None of this proves that outdoor ads
cause accidents, but behavioral mechanisms clearly come
into play when drivers encounter roadside signage. The
notion that content is a major factor in drawing attention is
starting to be examined. Because content and distractions are
inevitable, a solution may lie in controlling them and in deter-
mining exactly how, when and where they should occur.
That’s a tall order, but it is also a primary objective of the
present invention.

Physical Congestion

Just as advertising seems to clutter our landscape, so do
moving objects. Traffic congestion in our major cities has
reached epidemic proportions, prompting nationwide studies
to get a handle on the problem. In places like Los Angeles,
where, in the late fifties, one could drive anywhere to its
outskirts in 20 minutes, it now takes hours, regardless of the
time of day. According to the 2005 Urban Mobility Study
Report, released in May by the Texas Transportation Institute
of Texas A&M University, sixty-seven percent of the peak
period travel was congested in 2003, compared to only 32
percent in 1982; fifty-nine percent of the major road system
was congested in 2003 compared to 34 percent in 1982. The
number of hours of the day when congestion is encountered
has grown from about 4.5 hours in 1982 to more than 7.1
hours today. Traffic congestion is worse in the large urban
areas than in the smaller ones, but even the smaller areas are
unable to keep pace with rising demand. According to the
study, 10 years is not an unrealistic timeframe to go from an
idea to a completed project or to an accepted program due to
the significant planning and development required. But in ten
years at current growth rates, the urban area average conges-
tion values will jump to the next highest classification—i.e.:
medium areas in 2013 will have the congestion problems
large areas had in 2003.

What does this mean in cost to consumers? In 2003, con-
gestion (based on wasted time and fuel) cost drivers about
$63.1 billion in the 85 urban areas studied. The average cost
per traveler in those 85 urban areas was $794. Costs ranged
from $1,038 per traveler in “very large” urban areas down to
$222 per traveler in the “small” areas—and all this with fuel
costing far less than it does today. Of the 85 urban areas
studied, 2.3 billion gallons of fuel were wasted, an amount
that would fill 46 supertankers or 230,000 gasoline tank
trucks. In urban areas with populations greater than 3 million,
1.5 billion gallons of fuel (more than two-thirds of the total!)
was wasted. At $2.00 per gallon, that’s $3 billion tossed out
by drivers in stop and go traffic. During that same period the
Outdoor Advertising Association of America (OAAA)
reports advertisers spent $5.5 billion on out-of-home adver-
tising. If outdoor advertisers had instead placed that $5.5
billion in ads using the present invention, they’d not only have
put their money into a superior ad platform, they’d have been
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able to reimburse drivers for their wasted $3 billion and still
have $2.5 billion left over to spend elsewhere.

Plenty of studies have been launched to figure out what to
do about our worsening traffic, but few concrete proposals
have surfaced. Certainly, no proposals have emerged suggest-
ing that we compensate drivers for their daily delays. Just the
same, until we have a meaningful cure for congestion, the
present invention can, to a degree, offset owners for their
wasted time and money while they experience it.

Moving Objects

For as long as there have been moving objects, people have
advertised on them. From early buckboards and stagecoaches
to modern trains, subways, busses and aircraft, moving
objects are the basis for corporate and self promotion, per-
sonal expression, identification and advertising. Today, it is
not unusual to see cars, trucks, entire busses, even indepen-
dently-towed trailers adorned with wraps or ads for products
and services—many of these are backlighted to draw the
attention of drivers and pedestrians while they parade down
city streets nationwide. One of the world’s largest advertisers,
ClearChannel Outdoor, markets a variety of Taxi Tops for use
in city traffic atop cabs. These come in various sizes and in
two, three or four sided models which are typically back-
lighted to display graphics at eye level to passing sidewalk or
pedestrian foot traffic. Some of these have lenticular screens
to create movement, built-in LED readout pads, or larger LED
panels to produce scrolling text, or more elaborate displays
with flash type animation. The latter can be optionally linked
to an onboard GPS system so it can be programmed to show
only on specific streets or in special areas of the city. On these
displays, ClearChannel’s clients control the content, not in
real time, but well in advance of street exposure. ClearChan-
nel also offers a 14"x36" flat, bolt-on trunk mounted sign
which is positioned more or less at eye level to following
motorists. ClearChannel’s Taxi Media division refers to these
as advertising “tonnage” since the car behind will view the
same static, print ad for 5 to 20 minutes (the time a vehicle
spends behind it in traffic in such places as New York City).

Another company, MotionL.ED, sells a long, slim LED
panel which can be attached with suction cups to the interior
of a vehicle’s windows where it can scroll text messages
horizontally, similar to those present in retail stores. These
units are available in four lengths, from 8 to 40 inches, and in
a choice of lettering in one of three colors. All of these are
piecemeal efforts toward the presentation of advertising mes-
sages in public spaces and represent little more than a “shot-
gun” approach to demographic targeting. Advertisers using
these techniques can only hope they will get exposure in the
right part of town or at the right time of day and to people who
may be inclined towards their product.

Distribution

Madison Avenue is working aggressively to convert its
costly, labor-intensive and still largely paper-based process of
buying and billing media. Even the Internet has yet to develop
the crucial rules of business or programming schemas for
buying and selling online that Madison Avenue truly needs. A
recently released status report compiled by the American
Association of Advertising Agencies (AAAA) shows that the
Internet has achieved only one out of nine essential steps for
conducting all electronic advertising, giving it the worst “dis-
crepancy” rates (the percentage of advertising buys that don’t
run as originally ordered) of any major medium. That puts the
Internet on par with out-of-home, radio, and network TV as
the least progressive electronic business trading partners.
Even the most analog of all media—magazines and newspa-
pers—have made greater electronic business strides than the
Internet and are today capable of at least taking orders elec-
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tronically. The advertising community needs to engage in a
massive combined effort before it can claim independence
from the labor-intensive manual steps of paper processing
and human input which drives up the cost of media buys and
produces accounting inaccuracies. The present invention rep-
resents not merely an ad platform to deliver hyper-relevant
content, but is one which is totally electronic from the ground
up, integrating creativity, distribution, tracking, measure-
ment, engagement, accountability and compensation into a
single, verifiable, automated closed-loop network. As com-
prehensive and seamless a system has been previously
unheard of in the world of contemporary advertising.

Television

Advertisers place ads everywhere from skywriting to uri-
nals and from grocery store check-out dividers to the fruits
and veggies themselves. However, it has always been the full
motion video display that delivers the goods. Advancements
in flat screen technology have allowed displays to creep into
elevators, gas pumps and restrooms—wherever someone
with a need to pause for a few seconds is present. Just as
relentlessly, marketers are pursuing consumers who are on
the move. With nearly 200 million U.S. subscribers to wire-
less services, marketers are wondering if ads beamed to wire-
less devices such as cell phones, Blackberries and hybrid
devices will evolve into a viable media platform without
upsetting their users. Some have referred to GPS cell phones
as “the silver bullet” since they promise to let marketers send
retail pitches to mobile users who might be in the vicinity of
their stores. Chrysler Corporation is launching its own
Mobile Phone TV Channel called “The Jeep Channel” which
will actually run TV style commercials on cell phones.

From tiny screens to huge ones: ClearChannel’s Outdoor
Division and Digital Advertising Network, a Montreal pro-
vider of digital screen networks, have teamed to place hun-
dreds of 4x16 foot video displays in shopping mall food
courts across the country. Among other things, these will
show the same kinds of 30-second TV spots you can see in
your living room. And despite declines in viewership due to
ad-skipping Digital Video Recorders (DVRs) and media
alternatives such as the Internet, American viewers still spend
between four and eight hours per day, per person, glued to
their TVs—more than any other nation—but with Japan a
close second. If these hours are spent watching commercial
television, it’s a fair guess they’re watching about 15 minutes
of commercials as well. Look again at the 2005 Urban Mobil-
ity Study Report. In the “very large” areas studied, there were
61 hours of delay per traveler per year, which is 219,600
seconds a year. In television ad terms that’s nearly thirty
30-second commercial spots per day, and nearly sixty 15-sec-
ond commercial spots each day. In Los Angeles, the numbers
are even better. Angelinos experience 93 hours of delay per
traveler per year or 334,800 seconds a year, That equals 44.64
30-second TV spots per average day, or nearly 90 15-second
spots per day.

Measurement

Getting a handle on who’s watching what in terms of
advertising is critical to proving the worth of a media plat-
form. This need for proof has spawned a variety of devices,
programs and companies—some are now household words—
whose job it is to measure the existing ad viewer base.
ClearChannel is evaluating Requests for Proposals (RFPS)
looking for new electronic devices to measure its huge radio
audiences. Arbitron, a firm specializing in ad measurement,
has developed a device called a portable people meter (PPM),
a passive electronic device intended to replace the old-fash-
ioned paper diary methods of documentation. Nielsen Media
Research, meanwhile, plans a “portfolio” strategy toward
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adopting devices to improve the accuracy of its TV ratings
services, which today also measure the time-shifted viewing
of DVRs, video-on-demand and other competing platforms
such as the Internet and mobile media. In December 2005,
Nielsen Outdoor delivered its first wave of out-of-home
demographic data to reveal the most likely people to see
advertising on billboards. Nielsen convinced respondents to
wear GPS-equipped pager size devices called Npods, then
combined their respondents’ traffic patterns with a map of
outdoor advertising sites to determine who passes what kinds
of outdoor ads, and when. Nielsen’s data does not provide
demographics on a per user basis for individual outdoor sites;
it only gives advertisers a sense of what consumers could have
been exposed to and roughly how often. The methods for
gathering and applying ad measurements are woefully lack-
ing in an industry that, in other respects, is mature and wide-
spread.

Fundamental to ad measurement is defining what consti-
tutes an “impression” or a “view.” Special software has been
created to measure billboard views. Systems for television
identify the number of household impressions, the time of day
video-on-demand (VOD) programs are viewed and the demo-
graphics down to a ZIP code. But like the online industry, the
VOD industry is still trying to figure out an “impression.”
Cable operators count them as any on-demand program that’s
been downloaded for which playback has been initiated.
Advertisers are more interested in knowing how many people
watched the entire stream to be sure they saw the ad. There is
often discrepancy even within the same company as to what
the guideline should be. Some Internet folks say an ad can’t be
counted until the user’s browser sends a message requesting
it, while others won’t count it as an impression until the full ad
loads and appears on the screen. The cable guys count VOD
views from the moment a program is ordered from a custom-
er’s set-top box, but if ad-supported VOD is to become more
prevalent, the definition needs to include whether or not view-
ers started watching, and if they did, for how long? Still other
companies are deploying electronic verification technologies
to prove ads really ran on the schedules ordered and that their
clients got what they paid for. Confusing? Yes.

The present invention does not have these problems. First,
the present invention is not inserting commercials into an
entertainment stream, it is showing ads exclusively. Secondly,
since every showing is essentially “requested” by an elec-
tronic device on one moving object or another, all such
requests and completed deliveries are confirmed as they occur
and are logged for later downloading. Such integral measure-
ments reveal what content was viewed, precisely where it was
viewed (based on GPS data), when and by whom it was
viewed (in significant demographic detail), and for exactly
how long. The system also documents whether or not any
impulse information was requested or if any purchases were
made as a result of the viewing. Finally, the system can the
track geographic movements on the part of moving objects
after content viewings to confirm local area effectiveness—
for example driving to a specific hotel or restaurant immedi-
ately after seeing an ad for it. Furthermore, every content
request—whether or not it resulted in a confirmed delivery—
is recorded on the hard drive of every involved moving object.
This means that a detailed 24-hour map—a “data snapshot,”
if you will—can be reconstructed to tell marketers where
consumers went, when they went, who may have been with
them at the time, what they were looking for as they did and
whether or not in some cases they found it. To the best knowl-
edge of the Applicant, to date, no other organization, system,
means or technology has conceived or proposed offering such
an exacting and automated capacity to deliver, measure, col-
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lect, process, assess, re-create, distribute, confirm, and then
measure again the absolute effectiveness of conventional or
hyper-relevant advertising and other types of consumer con-
tent on such a widespread scale and, in addition, to reward the
average consumer for so doing.

Targeting

Geo-destination targeting is a process of combining IP-
based targeting—a very common technique that allows
advertisers to target ads based on the location of a user—with,
for example, information about the city a user is searching for.
For example, if a user in San Francisco is searching for an
address in Austin, Tex., online marketers can target airline ads
advertising cheap fares from San Francisco to Austin.

Inthe same way, the present invention can poll information
from a moving object. For example, by using its onboard GPS
Navigation system with its selected destination and route and
then coupling that information with an owner’s stored profile,
a wide variety of highly directed ads can immediately be
triggered for presentation on any of the moving objects it
might encounter en route: retail stores of high interest, res-
taurants with favorite foods, hotels, trip stops or other points
of interest that are known to meet his or his family’s prepro-
grammed interests. Additionally, if onboard data indicates a
history in searching out or purchasing certain kinds of items,
such as men’s leather boots, for example, and the traveler is
passing through a town where there is a manufacturer spe-
cializing in fine leather boots, the present invention can “bor-
row” the displays of surrounding objects as the traveler nears
town or passes through it, and call that fact to his attention.
The providers of those borrowed displays will be compen-
sated in kind for their use.

Behavioral Targeting

Behaviorally-targeted advertising is a way for marketers to
get better aquatinted with their buyers. The Internet allows
researchers to track buyers after the fact, to measure the things
they look at, browse through or order. When they go back for
more they can be “retargeted” with relevant advertising, rel-
evant because they’ve already expressed significant interest
in it, or perhaps in something related to it. Retargeting is used
to cross-sell customers who previously bought something, or
to contact prospects again in an attempt to lead them to a
conversion event, such as a sale, a download or a newsletter
signup. This works better with some groups than with others
but it’s another way for potential buyers to tell potential
sellers who they are and what they want through their actions.
Why not take this idea to the next level—as with the present
invention—where buyers and sellers actually cooperate in
such an exchange and where each side benefits greatly from
the effort?

Buzz Targeting

Nielsen BuzzMetrics, a company which specializes in the
measurement of consumer-generated media and word of
mouth, claims, “In a world where word of mouth is on ste-
roids, marketers need to focus just as much on the negative
buzz as on the positive,” then goes on to characterize most
advertisers as “ill-equipped” to respond to the quick-acting
blogospheres so famous for churning out bad news at prodi-
gious rates. The real ‘read-between-the-lines’ news here is
that today’s consumers are quite willing to speak out, and
speak out loudly, about having better products and services.
In other words, when it comes to understanding their custom-
ers, advertisers no longer have to be reactive, they can be
proactive. They can ask. This is something marketers have not
often bothered to do. Learning what buyers really want and
really care about—what truly turns them on—and using that
to mutual advantage is a critical part of the present invention.
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Interactivity

Remember the last item on the list of advertising holy
grails? Buy at the push of a button? XM Satellite Radio is
preparing to ship portable MP3 players that will do just that,
at least for music. A deal with Napster lets users push a button
to “bookmark” songs they hear, and then the next time they
dock their player with their computer it automatically buys
those songs over the Internet. This is possibly the start of a
trend. The present invention, however, goes a few steps fur-
ther, thanks to a totally integrated advertising and distribution
infrastructure. When users in moving objects in the field see
an ad that intrigues them, they can push a button to get
immediate information (such as pricing and availability), or
they can request other things such as having a brochure sent to
their computer. If they really like what they see and hear,
however, they can buy the item on the spot. No need to dock
with the Internet to complete a transaction, because credit and
shipping have all been set up in advance, as will be explained
later. You can even request a day or two to change your mind
before the product ships. Imagine you’re major film studio
releasing a big movie for the weekend. You’ve budgeted a
substantial ad spend to promote the grand opening with sig-
nificant print and TV spots to generate excitement. How
would you like to be able to deliver a mind-blowing 30-sec-
ond trailer with surround sound to 100,000 teenage boys
driving at 6:00 PM on a Friday night just as they’re trying to
figure out what they’re doing that weekend? Then follow it up
with a push button opportunity to have tickets waiting at a
theater just minutes from their precise locations along with an
electronic discount at a nearby Burger King? The present
invention allows exactly such a promotion to be executed,
both instantly and seamlessly.

The New Canvas

Computer and display technologies are considerably more
advanced than the world of advertising which uses them.
Liquid crystal displays (LCDs), Plasma and Digital Light
Processing (DLP) have hit their stride and, although they are
still expensive for many consumers, they are today produced
in volume and their costs are falling. LCDs were invented
around 1963 and were first intended as slimmed-down
replacements for bulky CRTs or as screens for wall mounted
TVs. Scaling up to large surfaces, unfortunately, was a prob-
lem. Instead, LCDs became the standard display for every-
thing from watches to laptop computers and, as is commonly
known, are rapidly replacing conventional lighting including
brake lights and tail lamps on production automobiles.

A newer product, Organic Light Emitting Diodes
(OLEDs), pioneered and patented by Kodak/Sanyo, now
promise that original vision with higher levels of brightness
and sharpness not possible with previous technologies.
OLEDs are self-luminous but don’t require the backlighting,
diffusers or polarizers required by LCDs. OLEDs consist of
two charged electrodes sandwiched on top of organic light
emitting material, which eliminates the need for mercury
lamps and yields a thinner, lighter display having very low
power consumption. These displays are tough enough to use
in portable devices and automobiles, can be viewed at angles
up to 160 degrees and are able to produce clear, distinct
images, even in bright light. OLEDs also produce high image
resolutions, and because each pixel can be turned on or off
independently, they can create multiple colors in a very fluid,
smooth edged display. They are 20% to 50% cheaper than
LCD processes yet utilize plastics that make them tougher
and more rugged. Manufacturers claim processes that are
akinto the “printing” of newspapers and anticipate panels that
are bendable and potentially formable with no inherent bar-
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rier to large size glass and displays. In other words, these
should be very cheap in the future.

Meanwhile, scientists at the Fraunhofer Institute for
Applied Polymer Research (IAP) in Potsdam are making
OLEDs transparent. While metal oxide coatings in earlier
OLEDs made them opaque, researchers are investigating
transparent physical properties. Such displays can be
switched on and off to create graphics or video on demand,
embedded in normal glazing. Because these new panels inter-
fere little with visible light or views, their development is
ideal for such applications as heads-up displays in car wind-
shields or for the kinds of displays anticipated by the present
invention. Of significance is that under the proposed business
model, capital investment will become available to refine
processes and develop the necessary production equipment
for the earlier supply of OLED displays on a cost-effective
basis, volume-matched to an established and mature trans-
portation industry.

Government Agencies

It may be beyond the practical scope of this document to
assess all of the potential areas of interface with respect to the
U.S. government and the present invention. Although the U.S.
government has many ongoing programs relating to moving
object telecommunications, the applicant is unaware of any
specific government prior art that would conflict with this
invention. One envisions the government’s role as essentially
responsive and supportive towards the present invention by
providing or assisting in the aspects of technical assessment,
rulemaking, the creation of new standards and legislation.
There are areas, however, where the U.S. government is inde-
pendently or with private contractors exploring programs
where the intent or results could overlap and lead to similar
conclusions or cooperative implementations. Here are three
such examples:

1) The U.S. Department of Transportation has launched its
Intelligent Transportation System (ITS) program, designed to
improve transportation safety and mobility and enhance pro-
ductivity through the use of advanced communications tech-
nologies. ITS encompasses a broad range of wireless and wire
line communications-based information and electronics tech-
nologies which, when integrated into the U.S. transportation
infrastructure and into vehicles themselves, should relieve
congestion, improve safety and enhance American produc-
tivity. One such ITS study involves the creation of a LIGHT
VEHICLE FORWARD-LOOKING, REAR-END COLLI-
SION WARNING SYSTEM for eventual integration into
passenger cars worldwide. This study attempts to establish
guidelines for the creation of a driver warning system which
can prevent or reduce rear end collisions.

In some respects the proposed system is similar to the
present invention in the sense that it proposes the use of a
forward looking proximity sensing technology to read the
speed of a vehicle in its forward path, calculate the range and
closing speeds and then issue an ‘impact warning’ or a ‘fol-
lowing too close warning’ if conditions warrant, one that will
be noninvasive to the driver of the following (host) vehicle.
ITS properly assesses the available data on driver inattention
(some of which was previously taught) but then fails to make
recommendations consistent with its own and common find-
ings. For example, Section 3.2.1, Background for the ITS
guidelines, states: “The primary rear-end collision causal fac-
tor is driver inattention to the driving task (approximately
66% to 77%). Driver inattention in this context includes both
inattention and distraction. Drivers are constantly scanning
the roadway environment (i.e., looking down the road, left
side, right side, scanning the mirrors and attending to internal
and external stimuli). Drivers can only focus well on one
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thing at a time because the eyes focus together. So, for
example, when drivers are attending to other stimuli they may
not be able to adequately perceive the roadway in front of the
vehicle. It is often necessary for drivers to take their eyes off
the roadway and “attend” to other stimuli when operating
in-vehicle controls and possibly carrying on conversations.
Often drivers use multiple glances to attend to other stimuli
thus taking their eyes off the roadway. These glances distract
the driver and lead to inattention to the driving task. The
glances may be momentary or of extended duration. Driver
distraction accounts for approximately 11% to 24% of driver
inattention. Drivers can also exhibit a behavior where they are
focused on the roadway ahead but don’t perceive the changes
that are occurring. This “looked but didn’t see” phenomenon
is also indicative of driver inattention. This is similar to the
previously discussed problems resulting from distractive
advertising.

Unfortunately, ITS, in its recommendations, goes on to
assume a very common solution found in various moving
objects such as aircraft, trains or other types of machinery:
that of installing a prominent visual warning indicator on the
instrument panel of the vehicle, possibly augmented by an
audio and a haptic (force feedback) warning, or a thumping
on the throttle pedal. In other words, at a time when an
inattentive driver is supposed to be re-engaging his thoughts
and responding to an intense vehicular situation on the road
ahead of him, his attention, based on ITS recommendations,
is being diverted by yet more visual, audible and physical
stimuli. As noted hereinabove, researchers have determined
that new or unexpected stimuli trigger involuntary responses,
and the more bored or unfocused we are, the more susceptible
we are to these surprises. Also discussed above is the phe-
nomenon of computer users performing search tasks, such
that the more their attention is directed towards the periphery
of their desired focus, the less they focus on the middle of
their screens or the meaningful target. Imagine a warning
light goes off on the on the instrument panel accompanied by
an audible warning and a thumping on your right foot. Your
natural impulse may be to look first at the light then possibly
towards the floor until you collect your thoughts and by then,
based on studies, the prospect of overreacting is high. All this
when your attention should be outward on the car in front of
you which represents an imminent collision. We’ve also
learned that new, moving and looming objects command
attention and that the onset of motion triggers overriding or
urgent attention, possibly tapping the survival instinct, and
also that changes in color can capture attention. But interpret-
ing this as a potential solution is overlooked by ITS’ engi-
neers. We have a long and effective history of putting brake
lights in prominent locations on vehicles that might stop
quickly in front of us. It works. Perhaps a more natural and
less distractive solution would be to utilize rear-facing video
displays on the vehicles in front of us—as taught by the
present invention—to provide color and graphic transitions
for “following too close’ with more intense warnings or warn-
ings with more impact (supported by the audible cues) upon
more imminent potential collisions. Such a warning would
audibly alert a driver to a situation which would be supported
by directing his visual attention precisely where it should be
to avoid an accident. This would be enabled by a similar
proximity technology that ITS is proposing, then adding a
returning wireless signal to the leading vehicle.

Upon full implementation, the present invention represents
a more effective solution to the I'TS proposed collision avoid-
ance and ‘following too close’ visual warning since it pro-
vides a means to trigger and present attention-grabbing color
and light changes prominently on the aft surfaces of moving
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objects which are in certain modes designed to capture the
attention of the operators of following moving objects. It is
the intent of the present invention to facilitate numerous such
novel safety solutions and these are further explained in the
subsequent text.

2) The U.S. Emergency Alert System (EAS) was designed
by the Federal Communications Commission so that impor-
tant emergency information could be sent quickly to targeted
specific areas. EAS alerts not only broadcast media but also
cable television, satellite, pagers and new forms of digital
technology such as Direct Broadcast Satellite, High Defini-
tion Television, and Video Dial Tone. FCC rules have required
broadcasters to monitor at least two independent sources for
emergency information, ensuring that it is received and deliv-
ered to viewers and listeners in a timely manner. However,
technology has moved on. Today, significant new methods are
available to improve the capabilities of the present EAS.
Satellites can be used to deliver EAS messages within sec-
onds with high available levels of security without the geo-
graphical limitations of today’s EAS. The Internet is a further
impact-worthy technology since it offers redundant or back-
up path communication with valuable follow-up capabilities.
However, a private study on EAS effectiveness, completed in
2002, identifies three main concerns preventing EAS from
becoming a truly effective system. One is that there is no
concerted government or industry effort that combines EAS
and other alerting techniques with existing and new technolo-
gies such as wired and wireless Internet, cell phones, PDAs
and pagers to form a combined and seamless warning system.
An FCC Report from the same period allocated increased
numbers of EAS event and location codes so that local emer-
gency managers and law enforcement officials could plan
vastly improved local emergency public information warn-
ings. Those new codes, according to the report, could lead to
valuable information displays that are not currently con-
nected to the EAS, such as changeable highway message
signs. Every state, county, part of a county, and offshore
(marine) area, has a specific number and hundreds of allo-
cated numbers are unused. These could effectively identify
unique areas or zones for hazardous weather conditions,
nuclear power plants, military bases, neighborhoods or even
groups of individuals such as police, firefighters, FEMA or
other personnel, provided that the equipment is in place to
facilitate those communications.

One aspect of the current invention is that any moving
object so equipped becomes, in fact, a rolling billboard, well
suited to delivering location-sensitive, real time information
to other moving objects within the area. Weather information
such as flash flood, tornado or hurricane warnings or on the
spot highway information such as traffic conditions, detours,
road-out, or turn-back situations.

3) In a similar effort, Motorola recently signed a contract
with The Michigan Department of Transportation (MDOT)
for what Motorola calls a “Wireless Super Highway™ pro-
gram. The project represents an initial deployment of a wire-
less network aimed at supporting the previously mentioned
U.S. Government Vehicle Infrastructure Integration (VII) ini-
tiative. Motorola and the State of Michigan are exploring
ways to establish a roadside network that can reduce acci-
dents and road congestion by wirelessly connecting vehicles
to the roadside and to other vehicles. MDOT is helping to
fund the deployment of Motorola’s system in Southfield,
Mich., as part of the State’s ongoing investment in real-world
testing of practical Vehicle Infrastructure Integration applica-
tions. MDOT is also supporting the research and development
efforts of private sector firms as well as Original Equipment
Manufacturers. Motorola’s vision of wireless future road-
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ways includes: vehicles that could detect potholes, ice-
patches or other road hazards, then wirelessly transmit that
information to other nearby vehicles so that they can avoid the
hazard; and a panic brake alert application that can operate in
foggy conditions and in which trailing vehicles could receive
an in-vehicle alert recommending they brake immediately.
Government and private industry projects like these could
share, utilize and benefit from the present invention because
its parallel development and mass-market deployment will be
driven by private investment in commercial advertising and in
the development of personal media platforms that promise
new incomes to consumers or the equivalent of new produc-
tion vehicles that are less costly to operate.

Integration

We see an advertising industry in relative disarray, desper-
ate to develop new platforms in the aftermath of falling num-
bers for old media (like TV) while chasing after the new ones
(cell phones and ipods) like gadget freaks at the local Best
Buy. All the while the solution has been staring them in the
face: capture consumers on their drives to and from work each
day. This is perhaps the “4th screen”: a unique media platform
totally dedicated to the display of ads. For a truly dedicated
platform, however, integration must occur at a variety of
levels:

1) Advertising. Advertisers can start by cleaning up their
own act by a) electronically developing a new creative alli-
ance with the public and by connecting their creatives and
managers to that pipeline, and b) incorporating distribution,
measurement, consumer feedback, tracking consumer
engagement, content delivery accountability and compensa-
tion into a single automated system.

2) Manufacturing. As previously explained, the technology
exists today to fully implement the present invention. Making
it cost effective requires the acceleration and integration of
manufacturing processes appropriate to the higher volume
production of OLED displays to ensure even lower costs and
permit mass-market installations on moving objects across
the board, industry wide. Even here, proper integration must
be thoughtful and paramount. In terms of traditional compo-
nents, the present invention has the capacity either to replace
or to incorporate into a single revenue-producing part for
automated manufacture the following items from standard
automotive production: tail lights, turn signals, brake lights,
back up lights, license plate light and side marker lamps
including their molded/metalized plastic housings, reflectors,
lenses, bulbs (or LEDs), gaskets and connector seals (2 per
side), center mount stop lights, vehicle brand and model logos
or graphics with attach hardware; panel finishes with decora-
tive trims including primers, surface preparation, finish paint-
ing, molding or plating; license plate recess structures and
lamp mount assemblies, attach points and frames; and,
finally, the independent stamping, painting and distribution of
license plates and plate frames together with annual DMV
registration sticker production, distribution and consumer
attachment, together with all overhead, shipping, assembly
and direct labor related thereto. How nice to be able replace
all that with a single part that not only launches an industry,
but puts money back into a new car owner’s pockets in an age
of skyrocketing fuel costs.

3) Government. As previously discussed, there are numer-
ous programs where development of the present invention can
enhance or enable better solutions to current government
programs. Of greater importance is government participation
on proposed standards, rulemaking, legislation and compli-
ance. It is in the best interests of all concerned that the use of
the present invention as a rich, mobile communications
resource is exploited beyond mere marketing. It should be
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developed, from the outset, as a highway safety system in its
own right by coordinating the interests of such government
agencies as the National Highway Traffic Safety Administra-
tion (NHTSA), the Federal Highway Administration
(FHWA), the National Telecommunications and Information
Administration (NTIA), the Research and Innovative Tech-
nology Administration (RITA), the National Oceanic and
Atmospheric Administration (NOAA) and National Weather
Service (NWS), and the Bureau of Transportation Statistics
(BTS), as well as other international agencies and commis-
sions. This ensures commerce and system compatibility
across the board and across borders, in terms of highway
signage, hazard and weather warnings, vehicle identification
and signage, vehicle lighting and safety systems and public
service announcement and alert networks such as the EAS, to
name but a few. For the same reasons, the U.S. Armed Forces
may need to be peripherally involved. The coordination of
state and local agencies to incorporate standards for police,
firefighters and similar first responders as part of a versatile
and failsafe mobile communications system is just as impor-
tant as the involvement of the Federal Government. A tall
order, but considerably simpler than reaching the same levels
of consensus and production readiness as were necessary in
areas such as vehicle standards for crashworthiness, fuel
economy and emissions.

4) Financial. The integration of financial interests is critical
to getting a project of this magnitude launched. Commercial
advertising is clearly the financial driver so it is reasonable to
expect significant investment, directly or indirectly from the
world of large corporate advertisers and their agencies along
with companies having core stakes in communications, trans-
portation or media. As is later explained, governments are
likely to contribute to the development of segments they feel
is in the best interest of the public or in areas that are in line
with their agency’s charter, programs or objectives. A third
leg in investment may come from the individual motor com-
panies, who will appreciate that the sale of moving objects
which can also generate incomes for their owners (and is
therefore tantamount a product having a lower cost of opera-
tions) is likely to gain favor with the consumer and that
competition could quickly drive acceptance of products
incorporating the present invention industry wide. A final leg
of support will come from one or more of the major commu-
nications or outdoor advertising companies that will emerge
as gatekeeper for this new platform. The real money will be in
content Distribution and Compensation.

5) Compensation. The present invention introduces a novel
and powerful means to reward the entire driving population,
from the beginning student driver to daily commuters; from
carpools to commercial fleet operators; and from the lowest
income drivers to the wealthiest, delivering to all an ability to
earn income as they sit in traffic, or alternatively, to lower
their costs of transportation by allowing the use of their per-
sonal assets in a profitable public forum. In terms of market
size for the present invention, the applicant envisions an
orderly phase-in of video-equipped moving objects, with ulti-
mate market penetration limited only by the total numbers of
moving objects produced worldwide.

Compensation

There are certainly instances where the driving population
has been enlisted to promote or advertise products and ser-
vices using their personal vehicles for profit. These have been
limited in scope and technology, are costly, relatively incon-
venient and generally inconsistent with average consumer
lifestyles. The method involves paying drivers to wrap their
personal cars in ads touting products such as ice cream, juice
bars or Internet services. The driver’s job is simple: drive to
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and from work, pick up the kids, run errands—and be willing
to operate as a traveling billboard. Some companies offer
drivers the free use of a new ad-wrapped car, while other
drivers are paid $300 to $400 a month to allow the wrapping
ontheir own vehicles. Critics call it another example of creep-
ing—and creepy—commercialism. As mentioned previ-
ously, taxi owners in some major cities are being allowed to
place ads on the outside of their cabs. Leasing ad space in this
way provides taxi owners and drivers with additional revenue
which helps them offset the costs of adding wheelchair-ac-
cessible vehicles and similar mandated requirements. Cab
owners and the drivers who lease them split revenues from the
advertising, which has been estimated at around $400 per car
per month.

As will be seen in a later description of the present inven-
tion, registered owners of appropriately equipped moving
objects may be similarly compensated, but through a novel
combination of private and public entities which control con-
tent and monitor compensation, operate automated account-
ability systems and integrate multiple media resources, finan-
cial partnerships and transportation support industries.
Ironically, the huge revenues and personal incomes promised
by the present invention are made possible by the very thing
that causes millions of drivers each day to waste their precious
time and money: traffic congestion.

Conclusion

Madison Avenue, up to now, has been reactive instead of
proactive. It hires other entities to follow up after the fact to
determine whether or not their content was actually delivered,
and if it was, whether or not it went to the right parties. It has
no effective procedures in place for judging ad “perfor-
mance” (other than post analysis assumptions by creatives
and the evaluation of sales) to determine what, if anything, the
public thinks about the content they believe was delivered.
Madison Avenue is about creative guesswork. It’s about “fol-
lowing” media technologies rather than leading them. It
would be extraordinarily advantageous for marketers to have
a channel through which consumers could actively or even
passively inform advertisers about the things they truly want
to see and hear, for advertisers to fill those channels with
content about products and services consumers really want
and need, and to provide this content at a time and place of the
consumer’s choosing. For the first time in advertising history,
the present invention enables a self-monitoring mobile net-
work in which consumers can request specific content; view
it, hear it, accept, reject or praise it; provide immediate and
direct feedback on that content to the creatives and managers
involved; and allow those creatives to modify and resubmit
that content for distribution. Marketers are able to receive real
time confirmation on that distribution along with priceless
data on its engagement, effectiveness and acceptance, and the
presenters of that content are financially rewarded on a per ad,
per screen basis for the use of their platforms just as though
they were partners in the same industry, which they are.

The applicant is unaware of the existence of any commer-
cially-viable system capable of generating revenue for the
general driving population through the display of targeted or
hyper-relevant video advertising on moving objects which is
governed and controlled by stored database profiles in other
moving objects. Nor is the applicant aware of any single,
closed-loop ad platform which allows consumers to request
specific kinds of content, to distribute that content, to confirm
delivery of that content, to measure its effectiveness, to
account for and compensate such deliveries, and to create new
content based upon direct consumer feedback and confirmed
in-field performance. The present invention offers a unique
opportunity to turn around the status quo in the world of
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advertising. It promises new channels of communication with
consumers, new sources of public and private capital for
investment plus significant ROI with shared revenue to the
driving population. It further promises the alignment of mul-
tiple essential industries for the manufacture of unique video
displays, the improvement of moving object safety and cost
effectiveness, the environmental clean up of transportation
corridors and the sharing of just compensation with the own-
ers and operators of a new kind of mobile communications
and advertising platform.

SUMMARY OF THE INVENTION

The present invention describes a system, apparatus and
method for obtaining revenue through the display of either
conventional, targeted or hyper-relevant advertising on mov-
ing objects which receive, store, poll and extract data to
present ads and other types of information based on the time
of day, their location and their movements relative to other
objects in a specific environment, and where data and infor-
mation stored in moving or mobile objects within that envi-
ronment can be transmitted between said objects, or to sta-
tionary objects where it is then received, polled, extracted and
used to enable and control such displays for which the owners
of those objects are then compensated. A proposed embodi-
ment describes the development, production, deployment and
operation of an integrated audio/video and data communica-
tions system capable of presenting hyper-relevant commer-
cial advertising with synchronized audio, real time road,
weather and emergency alerts, personal, fleet or government
communications, mobile signage as well as vehicle branding,
illumination and safety systems on and between moving
objects. The business model portion describes a means for
business development, technological adoption, funding, rule-
making, certification, media creation, content distribution,
consumer utilization and user/owner operations and compen-
sation. The apparatus section defines the placement of light-
weight video displays on or integral to the body panels, exte-
rior finishes and/or glazing of both moving and stationary
objects with an electronic means for the wireless transmission
of stored, encoded user profiles containing the ad viewing
preferences for the occupants of one moving object, to the
receiving system in another moving or fixed object. The sys-
tem enables the display of hyper-relevant ad content with
synchronized remote audio, personal messaging and public
service alerts on surrounding objects and provides for the
real-time logging and later downloading of data to confirm
communications and content deliveries between objects,
track and measure consumer engagement, verify consumer’s
direct responses to ad viewings with accountability systems
for moving object owner/operator Just Compensation. The
invention further enables the widespread, non-invasive, pro-
file-driven, ad hoc collection of privacy-compliant data for
research purposes relating to consumer movements, travel
patterns, buying habits, interests, needs and preferences.

The present invention also defines a high-volume produc-
tion solution in which data and information contained in
objects moving within the environment can be transmitted,
received, polled, extracted and used to control or modity the
audio and video output on viewed moving objects based on
the viewer’s specific interests, preferences, habits and needs,
the needs or conditions of the environment or the require-
ments of those who are responsible to monitor safe and secure
movements within it. It further describes a means for the low
cost conversion of production vehicles so they can display
video and transmit synchronized audio to other vehicles.
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Considerations regarding the apparatus involve the place-
ment of video displays on or integral to the body panels of
existing production vehicles, exterior finishes and/or glazing
with an electronic means for receiving, storing, queuing and
displaying ad content, and for the wireless transmission of
stored audio or audio codes to a viewing vehicle’s internal
sound system. The present invention also includes a method
for compensating the owners of moving objects for the use of
their assets as mobile advertising and communications plat-
forms and further defines a means to generate revenue from
the ad hoc collection of hyper-relevant data through the
deployment and use of those platforms.

By allowing an object to learn a little about your personal
history, background and experiences, together with a little
information about your short or long term goals, needs or
desires and by then granting that object—whether the object
is small enough to carry in a pocket or purse or large enough
to ride in—permission to passively convey that informationto
other nearby objects at certain times and places in your life,
you permit those other objects to interact with you or with
your own object and your own life in a way in which the net
experience can enhance, enrich or inform. Focusing for the
moment on a single embodiment of the invention—and on a
moving object which is large enough for people to ride
in—one can envision a scenario in which an individual (or a
group of individuals) riding in such a moving object which, as
just suggested, possesses some information about the people
it is carrying—for example, a little about “who they are” and
“what they want”—and in which that object can transmit that
information to other nearby objects (whether those objects
are mobile or fixed). Once those nearby objects receive and
process that transmission, they can respond by presenting
very special information of significant value to the individu-
als riding in the first object. Imagine, in the above scenario, an
individual seated in such a land-based moving object who is
viewing the road ahead. Let’s assume he is also controlling or
guiding his moving object so his eyes are where they are
supposed to be: on the road and on any moving objects in his
path. Assume the object in which he is riding now transmits
unique information concerning his personal interests, needs,
habits, or experiences, then passively, but without disclosing
any confidential information, additionally transmits general
data about who he is (age, sex, marital status, educational
level, occupation, number of children, area of residence, etc.)
combined with a little information about the moving object in
which he is riding and its recent movements, to another object
or objects nearby. If the information is received by a similarly
equipped moving object, that object can now process that
information and draw from an internal library of stored data,
data that is of unique interest or of significant value to the
individual who is in another object which is following and
watching. For example, if data stored in the library of a
moving object ahead is converted into a digital signal con-
taining audio information and is transmitted wirelessly to a
moving object that is following, then the individual who is
inside the following object can be immersed in audible
sounds that are of genuine interest and value to the
individual(s) inside. If that library data is processed into video
information and is then delivered to a video display posi-
tioned prominently on rear portions of the moving object
ahead, then the individual seated at the controls of the follow-
ing object can also see images displayed on the object ahead
ot him which can be further synchronized to the audio infor-
mation, all of which is derived from the information trans-
mitted from his own moving object, and which is therefore of
great personal interest or value. Thus, a set of carefully pre-
pared preferences in the form of personal information trans-
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mitted from one moving object to another, or to fixed objects
nearby, can—when combined with data relating to the envi-
ronment and the movement of the objects within it—trigger
or enable many forms of audio visual imagery that can
address the previously mentioned twelve objectives in com-
mercial advertising. What if such transmitted and displayed
audio and visual information is not merely based on a per-
son’s preferences and moving objects, but on the conditions
of the surrounding environment itself? Once again, in an
independently controlled, land-based moving object—one
which might be negotiating a highway or following electronic
guideways or tracks—if there were a serious slowing or
blockage of other moving objects or a hazardous condition
ahead, that information could be received by one or more such
moving objects and could then be simultaneously and promi-
nently displayed on those other moving objects or on nearby
stationary objects, thereby alerting all occupants and observ-
ers to any local and potentially serious conditions. Such dis-
plays might simultaneously alert the operators of moving
objects in foggy conditions to the slowing of multiple
vehicles some distance ahead, to the presence of detours,
one-way traffic, icy surfaces, flash flooding or tornados, or to
conditions such as landslides, a bridge out or extended con-
struction. One way to do this is by displaying a graphic and
pictorial message on the display surfaces of the moving object
immediately ahead. In one such example, information trig-
gering such an audio or visual presentation might come from
a wireless signal targeting a specific geographical point or
route, or from a broader signal that might blanket an entire
town or part of a city. Triggering information could also come
from previously downloaded instructions or from a prepro-
grammed internal resource library able to interact with the
Internet or with the navigational system of an individual
moving object. Thus, at a predetermined time and place dur-
ing its travels, moving objects could display critical informa-
tion, alerts or warnings either to or upon other moving or fixed
objects in the environment which could then be viewed by the
occupants of those moving objects or by individuals in the
immediate area (such as pedestrians or foot traffic) or by other
means (such as traffic monitoring cameras) capable of view-
ing such moving objects from remote locations. Although this
latter kind of audio visual presentation might at first seem
similar to on-board GPS navigation systems, which place
prerecorded audio/visual content on displays inside a moving
object, the visual content of the present invention is displayed
on the outer surfaces of moving objects or on nearby fixed
objects—generally at eye level or within clear line of sight of
the moving object’s operator as in the case of a land-based
vehicle—and is therefore generally intended for viewing
through the windows of another moving object or from out-
side of a moving object. Thus, the location of the display of
the present invention can be considerably more effective and
a great deal safer than displays located along a roadside or on
the interior of a moving object, because operators do not need
to take their eyes off the other objects moving in their paths to
focus on the interior of their conveyance or to focus and track
signage, illumination or warnings that are stationary at road-
side. This is the reason we put brake lights on the moving
vehicles in front of us, and not on a warning light on our
vehicle’s instrument panel. Moreover, such video presenta-
tions are timely and reflective of immediate conditions since
they can be electronically updated, deployed, triggered and
displayed instantly and in real time wherever there are appro-
priately equipped moving objects. Further, when such images
or sounds are generated using interactive onboard database
libraries they can be modified in real time to incorporate the
needs and characteristics of both the moving objects and their
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operators. Importantly, all such content is monitored for safe
and timely presentation because all delivery is ultimately
controlled by the speeds and relative motions between mov-
ing objects themselves, the specific locations of those objects
in the environment and the condition of the environment
itself.

If moving objects are able to exchange data sufficient to
enable conventional, targeted or hyper-relevant audio/video
commercial advertising and time-sensitive, location-specific
communications, then they can also display highly personal-
ized messages and personal advertising, enable personal
sponsorships, assist in law enforcement or emergency opera-
tions, produce a unique means for the branding of moving
objects and offer many exciting opportunities for the lighting,
operating and safety systems of moving objects and for their
basic registration and identification. For example, a land-
based moving object might display the name or logo of its
owner’s favorite sports team or political candidate, as a kind
of “electronic bumper sticker”. Another owner might display
a promotion or an ad for his own small business and do it at
precise times of the day or night and in meaningful venues,
such as his home neighborhood or business or university
campuses. By adding a means for law enforcement to com-
municate with moving objects and a method for the owners of
mobile objects to communicate with their own property, lost,
stolen or speeding moving objects would be able to announce
their presence and alert others in the vicinity. Importantly,
such displays will enable the manufacturers of moving
objects to incorporate and periodically change the name,
branding, functional designs or styling of their moving
objects simply by moditying the electronic data controlling
the content of its default display. Another significant
improvement will come with the introduction of an all-elec-
tronic system for the registration and licensing of moving
objects. The display’s ability to present powerful, well illu-
minated external graphics and nomenclature on moving
objects and to further encrypt and link such data electroni-
cally to the moving object itself will result in a system where
all moving objects, upon acquisition by an owner, will imme-
diately be programmed to display identifying numbers (i.e.,
license plates) properly and prominently in accordance with
set standards and such content would be updated each year if
annual registrations are required. All such electronic proce-
dures would be encrypted and documented to prevent tam-
pering or hacking without otherwise triggering companion
regulatory monitoring systems. One can see that such a sys-
tem, applied again in the area of land-based road vehicles,
could eventually eliminate the need for the manufacture, dis-
tribution, installation, maintenance, changing and/or replace-
ment of vehicle license plates altogether. If such a system
were properly and securely designed it could also prevent the
theft and false use of such vehicle identification. Just as sig-
nificantly, annual DMV registrations could be conducted
solely online and paid registrations would be sent electroni-
cally via the Internet directly to vehicles themselves, elimi-
nating the cumbersome process of printing, distributing and
installing new registration stickers each year. However, by far
the greatest benefit to the use of this invention is that it allows
the operators of moving objects to keep their eyes, their focus
and their attention on the other moving objects in play around
them, and not on the ever-increasing array of brightly-ani-
mated billboards, roadside signage and other distractions
competing for their visual attention. In fact, the present inven-
tion offers the distinct possibility of cleaning up the landscape
by enabling significant reductions—and quite possibly the
eventual elimination altogether of conventional signage and
advertising in high traffic environments.
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Using today’s oft-the-shelf technology, one could easily
assemble an operating demonstrator of the described inven-
tion. However, it might be more expensive than necessary and
would certainly lack the integration, legislation and market-
ability vital to inaugurating such an ambitious and wide-
spread program. To succeed, such an effort is likely to require
an international consensus in, but not limited to, such areas as
proposed rulemaking, legislation, testing, compliance,
design, production and performance, in the realm of product
development; the coordination of multiple national interests
in terms of highway, airway or waterway traffic management,
safety and infrastructures; general telecommunications,
telematics and technology adoption as well as the integration
of national, state and local environmental and weather ser-
vices, to name but a few. Of equal importance are standards
and practices for content, content display, delivery, distribu-
tion, engagement tracking, accountability and finance in the
areas of advertising, and also coordinated developments in
data processing, displays, telematics, body panels and glaz-
ing for the mass market production of moving objects on the
international manufacturing side. None of this will happen
without money and clear incentives to generate appropriate
capital and cash flows to make this invention a commercial
reality. Itis therefore another prime objective of this invention
to demonstrate not merely a capable and operable systems
technology, but additionally a general business model
designed to stimulate capital investment, the application of
development funds, appropriate investment in R&D and the
capital equipment necessary to produce cost-effective end
products, the proper monitoring and effective use of those
products or services and finally to foster a means and enable
a system to financially reward all who participate, from the
advertisers and agencies who will pay to use the invention’s
ad platform to the manufacturers of moving objects that will
introduce what will be the equivalent of more cost-efficient
moving objects as the result of incorporating this invention to
the governments who will assure better and safer public ser-
vices through the adoption of this invention to the new
entity(ies) that will profit through the distribution of content
through this invention to the many transportation support
industries which, through partnerships, will enable fuel,
insurance and other incentives to stimulate acceptance of this
invention and, perhaps most importantly, to the numerous
fleet, business and general mobile population users who will
ultimately offer up their private and personal moving objects
to be used as public communications and advertising plat-
forms for profit.

Commercial advertisers will continue to deal with selected
ad agencies and will develop creative content in the same
ways as they do today, but they will do it under the new
industry standards and practices defined under the present
invention. Content producers will continue to work with their
ad agencies, creating end products appropriate to the selected
media, then media buyers will purchase ad slots and schedule
content, but it will be done over the Internet. Submitted con-
tent will be first reviewed for conformance to standards and
practices and technical requirements, and then encoded for
time, venue, and relative priority over other scheduled ads or
content types. Once content is encoded, the best method for
distribution is determined (cable, satellite, wireless), fees are
attached, and the scheduled content is uploaded to the net-
work. Distribution methods are discussed in the drawings, but
in practice, final method for delivery may depend on the
infrastructure available in the various markets.

Law enforcement and military and government-related
public service content is periodically uploaded in a similar
fashion, starting with quality and conformance standards for
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graphic content, followed by similar time, venue, and priority
encoding over other types of content. Typically, government
or public service content will have a display priority over ads.
The triggering of public service alerts is critical and is some-
times accomplished through external systems. In the case of
the roadwork alert which saved mom from a delay in her trip,
generic audio and visual content was pre-loaded into her hard
drive (perhaps at the factory) while actual triggering for the
event was accomplished by an on-board GPS input having
time and location constraints (a moving object entering a
defined area at a certain time of day) or through a localized
broadcast radio signal.

Fleet and business users such as taxicabs, delivery vans, or
car rental agencies, or even large commercial carriers and
government-owned and operated fleets such as U.S. Postal
Service vehicles or GSA carpools will submit specialized
content under their fleet contracts. After similar approvals and
scheduling, fleet and government content is uploaded via the
Internet and is distributed to fleet parking or maintenance
garages and storage areas in the same way as family, con-
sumer, and commercial advertiser content is distributed in
business, university, or mall parking garages.

It is anticipated under the present invention that law
enforcement, fire departments, and perhaps even military
users would be granted unique access, enabling these users to
override any ongoing, in-field content displays in the interests
of public safety. For example, if police in a land-based or
airborne moving object were able to “take possession” of the
video display on the exterior of a land-based moving object
which is presumed to be lost or stolen, is involved in a car
chase, or is posing some immediate hazard or threat to others
or to the environment, such possession could release prere-
corded data from the hard drive in that moving object—and in
other nearby moving objects—so that visual warnings and
other types of displays could appear prominently and simul-
taneously on a multitude of moving or stationary objects
within the area.

The applicant envisions that, except in rare cases, all users
would pay for the right, privilege, and opportunity to distrib-
ute content using the present invention and that a portion of
these payments, after expenses, will be paid to the individual
owners or operators of the various moving or stationary
objects that comprise the ad platform and were involved in the
delivery of that particular content. The present invention
introduces an integral system of electronic accountability to
assure this.

General consumers will pay for the distribution of their
own ads and personal messages, even when such displays are
on their own moving objects, although such personal use will
likely be priced at a discount. Of course, such personal use
reduces the opportunity for these users to earn greater revenue
by displaying content for big brand advertisers over their
own.

Professional advertisers will pay a premium to use the
system, especially during prime hours and venues. This par-
allels established norms in the industry which are based upon
reaching specific markets at certain times of the day and in
specific locations delivering a certain number of impressions
to a preferred demographic. With the present invention, fees
charged will be based on the going rates for the media type,
content, and application, but with payments based only on
deliveries that are electronically confirmed.

Government and public service users may have content
distributed under special contracts or circumstances and such
contracts might possibly use public funds.

Financially, the present invention is a little like offering
stock in a public company. The company’s shareholders own

20

40

45

55

65

22

the moving objects—its communications platform—which is
used from time to time to distribute the company’s products.
A shareholder’s financial investment comes through his pur-
chase, maintenance, and operation of his own transportation.
His return on investment (ROI) comes in the form of a pay-
ment for services rendered or as a dividend based on the
company’s performance. The more a sharcholder invests in
the company—buying and using more moving objects or by
using them more often—the greater his ROI. The larger the
number of shareholders, the bigger the company’s distribu-
tion network and the greater its potential for revenue.

However, earlier investment will be required from a num-
ber of resources. Seed money from a coalition of key entities
who are those most likely to benefit from the new platform is
likely to occur first. The advertising industry has the driving
incentive and is the long term beneficiary; thus, early invest-
ment may be from the more entrepreneurial content produc-
ers, media buyers, and ad agencies, along with their large
corporate clients, and finally the traditional competing major
media platforms (television, Internet and outdoor). Next, the
Federal and local governments are investment candidates,
principally in supporting R&D, legislation, and in the opera-
tional areas of highway traffic safety, and public communi-
cations. Finally, the manufacturers of moving objects will
invest in their own competitive design and development
efforts together with investment from government and trans-
portation support industries such as petroleum, insurance,
banking, computing, electronics, and telecommunications,
along with State Department of Transportation Agencies and
others.

The kinds of moving objects that will launch the system in
a land-based embodiment are likely to fall into roughly four
initial categories: 1) New Vehicle Production; 2) Pre Existing
Vehicles (or aftermarket installations); 3) Vehicle Conver-
sions (the replacement of existing body panels such as rear
deck lids or doors on SUVs, minivans, or station wagons and
truck tailgates) with their original body panels converted to
accept the appropriate display technologies; and 4) Modular
“add-on” packages suitable for use on trucks, trailers, RV’s,
motor homes, and on very old or unusual types of vehicles.

1) New Vehicle Production in a preferred embodiment, a
land-based moving object such as an automobile will contain
a small electronics package that will interface with other
on-board equipment such as GPS navigation, audio entertain-
ment, and perhaps newer telematics systems, if available.
This package will include a transmitter, which sends a wire-
less encoded signal with information on the vehicle type and
VIN (or comparable identifying information) along with
encoded user profiles or user codes which define the prefer-
ences and personal interests for each occupant selected, to
moving object receivers or fixed object receivers within
range. Signals may be broadcast in omnidirectional patterns,
depending on the application, but in cases involving motor
vehicle applications in traffic, such signals are most likely to
be transmitted in a generally forward-looking pattern having
a horizontal and vertical spread of from 15 to 30 degrees or
that typically illuminated horizontally by a motor vehicle’s
headlamps. This spread may ultimately be governed by rule-
making, and could further be automatically adjusted by local
road, personal preferences, or traffic conditions. The elec-
tronics package will include, on each vehicle, an antenna to
receive such signals, a motion sensor to measure the speed of
the receiving vehicle, a rear-looking proximity sensor to mea-
sure the closing speeds of any following vehicle(s), and a
decoderto process the signals transmitted from such vehicles.
The package will contain antennas for receiving and trans-
mitting information wirelessly from network access points
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(NAPs), an upload/download transceiver, a central processor,
and a hard drive for storing all information received that is
downloaded from a network or is logged in the field as a result
of intercommunication between various moving objects.
When signals are received from similarly equipped nearby
vehicles, they are typically in the form of user codes which
define the nature of that vehicle’s occupants along with their
content preferences (as in the case of hyper-relevant adver-
tising) together with information on the vehicle itself relating
to a specific VIN and including specifications on the physical
characteristics of that particular moving object. Inmost cases,
these requests are used to poll the onboard hard drive in a
viewed (or displaying) vehicle and to then queue the neces-
sary content for a video display based on predetermined
delivery protocols. Specific instructions governing the deliv-
ery of content are encoded with that content. Content can be
stored on board a viewed vehicle, a viewing vehicle, or on
both. Video content stored on a viewed (display) vehicle is
normally queued and displayed from that vehicle’s self con-
tained hard drive storage medium. However, video content
that is queued from storage in a viewing vehicle must be
wirelessly transmitted to the viewed (display) vehicle for
presentation on that vehicle’s external display means (unless
it is intended for an in-vehicle display). By contrast, audio
content queued from storage in a viewed (display) vehicle
must be transmitted wirelessly to the viewing vehicle for
reproduction and playback over its internal sound system.
Thus, in practice, and to avoid unnecessary short range trans-
missions of audio and video content, the system will first
choose to store all content in all moving objects so that only
user/content codes are transmitted between vehicles. In this
way the video content itself is never transmitted to another
vehicle, but is queued and displayed solely within the viewed
(display) vehicle’s system. At the same time, any audio con-
tent related to that display of video is queued, synchronized
and released for audio reproduction over the internal sound
system of the viewing vehicle. All such presentations are
controlled by the motion and proximities of the moving
vehicles involved, their relative speeds, their locations and
relative positions, the time of day, and a variety of other
factors bearing on subsequent signals received from the view-
ing vehicles, from other vehicles, and from the environment,
and those generated by the presenting vehicle itself.

2) Pre Existing Vehicles are those that have been manufac-
tured prior to availability of the present invention, or simply
those without the invention; however, owners or users should
be able to purchase, lease, or otherwise add versions of the
New Vehicle Production package to such moving objects.
Aftermarket packages do not need to add the video display
portion of the technology unless they wish to earn money
from the display of content. If they wish to view hyper-
relevant content and/or control what they see and hear from
moving objects using the full technology, they can buy and
install a stripped-down version of the full production system.
Such an aftermarket version would have the ability to receive,
process, store, encode, and transmit data including content
requests, VIN data, and user/occupant profiles or user codes.
It would also have the ability to log content requests, infor-
mation relating to the content presented by other vehicles, and
its owner’s responses to viewed content. All of this informa-
tion remains stored on the hard drive of any Pre Existing
Vehicle for later downloading to the network.

3) Vehicle Conversions will involve installations of a New
Vehicle Production package, but on a panel by panel basis in
terms of the video display. Such installations are perfect for
fleet or limited production applications like taxis or commer-
cial vans, particularly those which operate in high-density
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traffic areas. The most cost effective way to implement such
conversions is to isolate the display portion of the technology
to body components which are easily removable or replace-
able, and often set into their own easily serviceable shock
mitigation mountings such as the rear hatches of SUVs or
minivans, truck tailgates, and doors or trunk lids of passenger
cars. The electronics package, proximity sensors, antennas,
receivers, and transmitters can be easily integrated into exist-
ing body structures. Indeed, such conversions for city transit
and taxi fleets are anticipated as a form of beta-test and
preproduction ramp-up and as market test deployments of the
present invention.

4) Modular “add-on” packages which offer full system
capability (proximity and motion sensing, data transmission,
processing and storage as well as displays) that can be
“bolted-on” to large, unusual or older types of vehicles to
allow their owners revenue generating potential are easily
managed. Such applications would be for trucks and busses,
or even large or medium sized fixed roadside signage or
billboards under the right circumstances. Imagine a full-sized
SEARS or WALMART truck-trailer rig carrying large panel
displays with the company logo, which is also able to read the
specific preferences and shopping interests of passing or sur-
rounding motorists and then instantly queue and display
products of genuine interest to them.

It is therefore an object of the present invention to provide
a system and method for obtaining revenue through the dis-
play of advertising content and other types of audio/video
information on the exterior surfaces of mobile objects which
can receive, store, contain, poll, extract and use information
for this purpose which has been transmitted from other fixed
or mobile objects within its vicinity.

It is another object of the present invention to allow data
and information which is stored in one mobile object to be
transmitted to another mobile or fixed object in the environ-
ment where that data is then received, polled, extracted and
used to control the display of ad content or other types of
information on the surfaces of such other objects.

It is a further object of the present invention to display and
permit the viewing of such displays at precise times of the day
and in exacting geo-locations, further governed by the rela-
tive speeds, angles, proximities or movements of other mov-
ing or stationary objects within the environment.

It is another object of the present invention to control the
visual displays on moving objects which are in motion so that
such displays are not distractive to the process of operating
moving objects within the immediate vicinity.

It is yet another general object of the present invention to
provide a means for the owners of such mobile or fixed
objects to be compensated for the use of their property as it
relates to the above referenced system.

It is yet another general object of the present invention to
permit the widespread use of personal vehicles for revenue
producing activity.

It is yet another general object of the present invention to
compensate owners and operators of moving objects for the
confirmed use of their assets.

It is yet another general object of the present invention to
convert drivers’ wasted time and money in traffic into
incomes, thereby increasing the tax base.

It is yet another general object of the present invention to
make new vehicle ownership and/or operation virtually cost
free.

It is yet another general object of the present invention to
stimulate the earlier consumer adoption of alternate energy
vehicles by incorporating into them the revenue-generating
advantages of the present invention.
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It is a further general object of the present invention to
allow government agencies, or those responsible for the safe
and proper use of such moving objects, to override the display
of advertising or lower priority utilization of the invention to
facilitate communications which may be of greater impor-
tance in terms of public safety and well being.

It is another object of the present invention to allow adver-
tisers to submit ad content together with delivery information
for approval and subsequent distribution to moving objects.

It is a further object of the present invention to allow the
general driving population to select the kinds of advertising
content it would like to view and display, and to further enter
into contracts defining their rights and responsibilities to use
that content, and to receive compensation for such use.

It is another general object of the present invention to
facilitate an online community through which users of the
present invention can register their moving objects, establish
memberships and submit user profiles containing their per-
sonal preferences and user criteria.

Itis yetanother object of the present invention to allow fleet
and government users of moving objects to use the present
invention to determine the kinds of advertising content or
other types of information they would like to view and dis-
play, and to enter into contracts defining their fees and com-
pensation for such use.

It is a another object of the present invention to facilitate a
system in which users can identify “who they are” and “what
they want” and then be rewarded for providing that informa-
tion by being able to control what they see and hear with
respect to ad content that is presented to them.

It is another object of the present invention to permit the
distribution of advertising or sponsorship content, private or
personal content and public service or emergency content
directly and simultaneously to multiple moving objects
where it can be stored, retrieved and displayed upon demand.

It is a further object of the present invention to allow
content to be encoded for unique deliveries (such as for time
and place, under specific conditions and circumstances or to
specific demographics) and to enable contracts with clients,
customers and entities who wish to pay for such encoding.

It is a further object of the present invention to allow users
to request that specific kinds of content be displayed on their
own or on other moving objects on a predetermined or spon-
taneous basis, and to optionally pay for that service.

It is still another object of the present invention to permit
users to delete, or prevent the display of, certain kinds of
content on moving objects, on a predetermined or spontane-
ous, real-time basis, and to optionally pay for that service.

It is another object of the present invention to enable the
display of advertising and sponsored content on the exterior
surfaces of moving objects when such objects are parked or
are non-moving and that such content be related to the imme-
diate surroundings and/or be controlled by the presence of
both pedestrians and handheld electronic devices.

It is a further object of the present invention to provide a
means to store information and data relating to any delivered
content requests, any “delete” requests or any “prevent”
requests on board a moving object together with a means for
subsequently uploading that information for the purpose of
tracking, measurement, accounting and compensation.

Itis yetanother object of the present invention to enable the
wireless, automated downloading of encoded user codes or
profiles to moving objects.

It is a further object of the present invention to enable the
wireless, automated uploading of encoded public service
content (such as public alerts and weather warnings) together
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with venue-specific or time-specific triggering criteria to the
on-board storage devices of moving objects.

It is another object of the present invention to enable the
wireless, automated downloading of encoded commercial ad
content, together with encoded delivery information, to the
on-board storage devices of moving objects.

It is another object of the present invention to enable the
wireless, manual uploading of encoded personal content by
private citizens, together with encoded delivery information,
directly to the on-board storage devices of moving objects
from home or personal networks.

Itis another object of the present invention to allow users to
spontaneously request additional information, to purchase
merchandise or otherwise respond to electronic offers and
advertisements as they view such content from or while oper-
ating moving objects.

It is a further object of the present invention to provide a
means for logging and storing information on board a moving
object relating to the delivery of audio or video public service
content, including content requests, and to provide for the
later uploading of such information for tracking, engagement
measurement, accounting, and compensation purposes.

It is a further object of the present invention to provide a
means for logging, documenting and storing information on
board a moving object relating to the delivery of audio or
video advertising or sponsorship content, or content requests,
and to provide for the later uploading of that information to a
network for tracking, engagement measurement, accounting,
and compensation purposes.

It is a further general object of the present invention to
provide a means for logging, documenting and storing infor-
mation on board a moving object relating to the delivery of
audio or video personal use content, and for the later upload-
ing of that information to a network for the purpose of track-
ing, engagement measurement, accounting, and compensa-
tion.

It is a further object of the present invention to enable the
display of video content on the exterior surfaces of one’s own
moving object, such content generated previously and stored,
or created spontaneously in real time (such as an instant
personal text message), and optionally, to enable and cause
the audio portion of that content to be synchronized to said
video and wirelessly transmitted to another moving object for
its reception and listening.

It is another object of the present invention to enable a
means for the owners of current production motor vehicles to
easily and cost-effectively exchange certain of their motor
vehicle’s body panels for revenue-producing video display
body panels which then permit them to be compensated for
the use of their property as it relates to the above referenced
system.

It is another object of the present invention to enable the
cost-effective fleet conversions of personal and commercial
motor vehicles through the exchange of vehicle body panels
and the addition of electronics to allow individuals or small
business fleet owners to profit from the use of their vehicles as
multi-media communications platforms.

It is a further object of the present invention to enable the
simultaneous uploading and downloading of information and
content from a network to large numbers of parked or moving
objects for the purpose of updating on-board libraries, or for
the purposes of tracking, engagement measurement, account-
ing and compensation.

It is a another object of the present invention to enable the
uploading of information stored in moving objects relating to
content, time, place, nature and trigger for any logged deliv-
ery, and to then process and to feedback that information to
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authorized government users, advertising agencies, advertis-
ers or registered fleet, business or personal users for the pur-
poses of tracking, engagement measurement, accounting,
compensation or billing.

It is a further general object of the present invention to
display conventional, targeted or hyper-relevant advertising,
public service content and other types of information trans-
mitted to moving objects on the internal video displays of
such moving objects.

It is a further general object of the present invention to
display conventional, targeted or hyper-relevant advertising
content, public service content and other types of information
on the internal video displays of moving objects with the
presentation of said displays governed and controlled by the
speed, location, contents, time of day, proximity and nature of
the moving object and of other nearby moving or stationary
objects within an environment.

It is another general object of the present invention to
permit the selling, scheduling and display of hyper-relevant
advertising content, together with public service content, per-
sonal content and other types of information, on video dis-
plays which are located on the interior of moving objects.

It is another object of the present invention to permit the
distribution, display and documentation of conventional, tar-
geted or hyper-relevant advertising, public service content,
personal content and other types of information, on video
displays located on the interior of moving objects, and to
financially compensate the owners or operators for such dis-
play.

It is another object of the present invention to upload user
codes which have been transmitted on an ad hoc basis
between moving objects in the field for the purpose of track-
ing consumer movements by VIN, demographics, time,
place, interests and other factors, for the purpose of research,
marketing and planning.

It is another object of the present invention to enable the
sale of user codes and information relating to the movements
of consumers in the field by VIN, demographics, time, place,
interests and other factors for the purpose of research, mar-
keting and planning.

Itis another object of the present invention to convert the ad
industry’s enthusiasm and its need for unique advertising
platforms into capital investment in said invention, thereby
stimulating companion investment from private industry and
government.

Itis a further object of the present invention to use its ability
to generate incomes for the general driving population to
stimulate further investment from industry and government.

It is another object of the present invention, through its
ability to generate incomes for the driving population, to
leverage the competitive interests of manufacturers causing
them to incorporate the invention into their high volume
production of moving vehicles, said higher volumes reducing
the costs for manufacture and making the product more acces-
sible to the driving population.

It is a further object of the present invention to enable a
system wherein a moving object can detect and learn the
traffic patterns and signal sequences at highway intersections,
convey that information to other moving objects, synchronize
that information with said objects and then calculate the time
remaining at such locations within which content can be
safely displayed.

It is a further object of the present invention to enable a
system for the geo-tracking of moving objects in a manner
that will not violate civil liberties, since tracking data cannot
be lawfully generated in the absence of a subpoena.
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It is a further general object of the present invention to
permit the use of its video display(s) for entertainment pur-
poses or for static presentations on moving objects when
enabled by appropriate audio and video devices.

It is a further object of the present invention to provide a
novel system for reducing the spacing between moving
objects when such objects are in stopped, or near-stopped
modes, thereby conserving significant amounts of wasted city
traffic lanes especially at traffic signals, intersections, on
ramps and turning lanes.

It is a further general object of the present invention to
allow law enforcement to remotely override or take command
of'a moving object’s active display to confirm moving object
identification, highlight lost or stolen moving objects orto use
a moving object as a mobile hazard, lighting or communica-
tions platform.

It is a another object of the present invention to electroni-
cally display moving object identification, licensing and reg-
istration at all appropriate times and to further allow the
driving population, including law enforcement, to electroni-
cally capture and record such identification upon demand.

It is a further object of the present invention to incorporate
all of the normally required lighting, safety, branding, licens-
ing and registration systems, to the greatest extent possible,
into the digital video display(s) of future moving objects.

An aspect of the invention is a system, comprising: a first
object; a transmitter in the first object; a second object; a
receiver in the second object; and a profile comprising data
regarding a user associated with the first object; wherein the
profile or a subset of the profile is transmitted from the first
object to the second object; wherein content is presented to
the first object; and wherein at least a portion of the content is
based on the profile or subset of the profile transmitted from
the first object to the second object.

In one mode, the profile is stored in the first object. Another
embodiment of this aspect further comprises compensation to
a user associated with the second object for presenting con-
tent. In another mode, the first object is capable of motion. In
other modes, the first object is a vehicle, a device in a vehicle,
or a handheld device. In other modes, the second object is a
vehicle or is fixed or movable signage.

In another mode, the first object is a vehicle; and the profile
further comprises data regarding other users or potential users
associated with the first object. In another mode, the first
object and the second object exchange information relating to
relative positions, speeds, and motion of the first and second
objects; information relating to the character, configuration,
and properties of the first and second objects; information
relating to surrounding objects; and information relating to
surrounding locations; or any combination thereof. In another
mode, presentation of the content is influenced by informa-
tion relating to scheduling patterns of nearby traffic signals.
In still another mode, the content further includes content not
based on said profile.

Another embodiment of this aspect further comprises a
priority system relating to presentation of the content based
on a nature of the content. In one mode of'this embodiment, a
nature of the content is classified as emergency content; con-
tent relating to a surrounding environmental condition; reg-
istration and identification content relating to the second
object; public safety content; or a combination thereof.

In another mode, relative motion data from the first and
second objects determines whether content is presented and
whether presented content is presented as animated video,
static video, or a combination of both. In another mode, the
content includes audio content, video content, or a combina-
tion of both; wherein the audio content is presented by the first
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object; and wherein the video content is presented by either
the first object or the second object.

In another mode, the first and second objects are vehicles;
the content comprises positioning information relating to the
first and second objects; and the content indicates to an opera-
tor of the first object an optimum stopping position. In another
mode, speed and positioning information is exchanged
between all objects within transmission range; and the con-
tent presented to the first object indicates to an operator of the
first object relative braking conditions of any objects in front
of the first object.

In another mode, the second object has a user associated
with the second object; and at least a portion of the content
presented to the first object is created by the user associated
with the second object. In another mode, a third party pur-
chases a right to present content on the second object; and the
second object presents content based on preferences of the
third party. In a further mode, the right is based on a fixed or
relative geographical area; a time of day; a period of available
display time; or any combination thereof.

In another mode, the profile is transferable to other objects
at an option of any user associated with the first object. In
another mode, the content is viewable by persons other than
those associated with the first object. In another mode, the
content is presented in a manner to render the content not
viewable by individuals other than those associated with the
first object.

Another embodiment of this aspect further comprises a
display integrated with the second object; wherein at least a
portion of the content presented to the first object occurs on
the display. In another mode, presentation of the content
occurs on an exterior portion of the second object.

Another embodiment of this aspect further comprises a
first storage medium associated with the first object; and a
second storage medium associated with the second object;
wherein data related to presentation of the content is stored in
the first and second storage media. Another mode of this
embodiment further comprises a central server wirelessly
connected to the first and second objects; wherein the data
related to presentation of the content is uploaded to the central
server. In a further mode of this embodiment, a compilation of
uploaded data in the central server is offered for sale. In one
mode of this embodiment, the data related to presentation of
the content includes time of display; subject matter of said
content; duration of display of the content; a subset of the
profile; or any combination thereof.

In one mode, presentation of the content occurs in an
interior portion of the first object. Another embodiment of this
aspect further comprises compensation to the user associated
with the first object for receiving content, viewing content, or
any combination thereof.

In another mode, information related to identities of all
adjacent and nearby objects is exchanged between and stored
in the first object and any adjacent or nearby objects. In
another mode, the first and second objects exchange informa-
tion related to audio playing in the first object; and the content
presented to the first object comprises video content synchro-
nized to the audio. In another mode, the content presented to
the first object is limited by a user associated with the second
object.

Another aspect of the invention is a computer implemented
method, comprising: compiling a unique profile of a first user
based on analysis of data provided by the first user; associat-
ing the profile with a first object; transmitting the profile or a
subset of the profile to a second object; and presenting content
to the first user; wherein the first object is associated with the
first user; wherein the content originates from the second
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object; and wherein at least a portion of the content is based
on the profile or subset of the profile transmitted to the second
object.

An embodiment of this aspect further comprises compen-
sating a user associated with the second object for presenting
content to the first user.

Another embodiment of this aspect further comprises pri-
oritizing display of the content based on purpose of the con-
tent; wherein purpose of the content is advertising; informa-
tional; traffic related; safety related; news related; region
specific; political; mere frivolity; or any combination thereof.
One mode of this embodiment further comprises preempting
presentation of the content based on surrounding environ-
ment of the first and second objects; presence of emergency
circumstances; public interest; or any combination thereof.

Other embodiments of this aspect further comprise priori-
tizing display of content based on preferences of the first user;
transferring the profile to other objects at an option of the first
user; displaying registration and identification information
for the second object on the second object; or displaying
content created by a user associated with the second object on
the second object.

Another embodiment of this aspect further comprises dis-
playing indicators of optimal traffic and view positioning on
the second object to the first user; wherein the first objects and
the second objects are vehicles.

Other embodiments of this aspect further comprise pre-
empting display of the content in the presence of external
wireless signals for emergency or traffic direction purposes;
presenting audio content to the first user using the first object;
presenting video content to the first user using the first object,
the second object, or a combination of the first and second
objects; or exchanging information relating to relative posi-
tions, speeds, and motion of the first and second objects;
information relating to the character, configuration, and prop-
erties of the first and second objects; information relating to
surrounding objects; and information relating to surrounding
locations; or any combination thereof, between the first object
and the second object.

Another embodiment of this aspect further comprises
determining relative motions of the first and second objects;
and presenting no content or content as animated video, static
video, or a combination of animated and static video, based
on the relative motions of the first and second objects.

In other modes, the content is presented on a display inte-
grated with the second object, or the content is presented on
an exterior portion of the second object.

Other embodiments of this aspect further comprise storing
data related to presenting the content in the first and second
objects; uploading data related to the presenting the content to
a central server wirelessly connected to the first and second
objects; or offering a compilation of uploaded data from the
central server for sale. In another embodiment, the data
related to presenting the content includes time of display;
subject matter of the content; duration of display of the con-
tent; a subset of the profile; or any combination thereof.

A still further aspect of the invention is a method, compris-
ing: populating a source object with content; and presenting
the contentto a recipient object in response to a unique profile
or portion thereof associated with the recipient object that is
provided by the recipient object to the source object.

Yet another aspect of the invention is a system, comprising:
a content storage device; and means for presenting content
stored on the content storage device to a recipient object in
response to a unique profile or portion thereof associated with
the recipient object that is provided by the recipient object to
the source object.
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Further aspects of the invention will be brought out in the
following portions of the specification, wherein the detailed
description is for the purpose of fully disclosing preferred
embodiments of the invention without placing limitations
thereon.

BRIEF DESCRIPTION OF THE SEVERAL
VIEWS OF THE DRAWING(S)

The invention will be more fully understood by reference
to the following drawings which are for illustrative purposes
only:

FIG. 1 illustrates a general embodiment and overview of
the present invention.

FIG. 2 is a diagram showing the relationship of govern-
ments and manufacturers to the present invention.

FIG. 3 is a diagram showing the relationship of advertisers
and manufacturers to the present invention.

FIG. 4 is a diagram showing the relationship of the driving
population and fleet or government users to the present inven-
tion.

FIG. 5 is a block diagram depicting an owner registration
process for the present invention.

FIG. 6 illustrates a first embodiment of a land-based mov-
ing object using the invention.

FIGS. 7-10 illustrate an aftermarket body panel conversion
for a sport utility vehicle (SUV).

FIGS. 11-13 illustrate an aftermarket body panel conver-
sion for a passenger sedan or Taxi.

FIGS. 14-16 illustrate an aftermarket body panel conver-
sion for a station wagon.

FIG. 17 is a block diagram depicting the electronic vehicle
packages for the present invention.

FIGS. 18A-18B are a block diagram depicting the Distri-
bution model of the present invention.

FIG. 19 is a block diagram depicting the Compensation
model of the present invention.

FIGS. 20-23 are illustrations showing a land-based vehicle
and three basic types of displays.

FIGS. 24-27 are illustrations showing four different types
of content display.

FIG. 28 is a diagram showing geo-specific content distri-
bution.

FIG. 29 is a diagram showing content purchase and encod-
ing by content type.

FIG. 30 is a diagram showing content viewing based on
FIG. 28.

FIG. 31 is a block diagram showing content protocols and
queuing in a viewed vehicle.

FIG. 32 is an illustration showing geo-specific content
distribution in a rural area.

FIGS. 33-34 are illustrations showing the display interac-
tions between moving objects in a city and in a freeway
environment.

FIG. 35 is a diagram of the Intersection Clock for measur-
ing the time available for display.

DETAILED DESCRIPTION OF THE INVENTION

Referring more specifically to the drawings, for illustrative
purposes, the present invention is embodied in the system and
method generally shown in FIG. 1 through FIG. 35. It will be
appreciated that the system and apparatus may vary as to
configuration and as to details of the parts, and that the
method may vary as to the specific steps and sequence, with-
out departing from the basic concepts as disclosed herein.
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FIG. 1 illustrates a general embodiment and overview of
the present invention by showing some of the essential ele-
ments which must interact to launch such aunique advertising
and communications platform: first, the user base (comprised
here of Government Agencies 200, Advertisers 300, the Driv-
ing Population 400, and Fleet/Government Users 500); the
Developers, Suppliers, and Manufacturers of moving objects
600, (in this embodiment, production automobiles); the Dis-
tribution entity (or entities) 800, the Compensation entity 900
(shown separate here for clarity; in practice, this entity would
likely be combined with the Distribution entity), and the body
of Registered Owners and Operators, represented at 1000.
Although a given embodiment might include a large number
of such groups with wide variations of interactions between
them, the groups listed herein are some of the most basic and
essential to a widespread deployment of the present inven-
tion. Such relationships will range from development funding
and investment to the manufacture, implementation, opera-
tion, and maintenance of the system. A fundamental element
to early planning is the proposed rulemaking shown at 100,
followed by the legislation of design, performance, and com-
pliance standards for the operating aspects of the emerging
system. Such effort represents a give-and-take objective and
creative exchange between government and industry follow-
ing which policies will emerge that all the parties can live
with. Precedents and parallels exist for such efforts between
government and transportation, and are well known with
respect to establishing even more stringent standards for auto-
motive performance, such as, for example, The Department
of Transportation’s Federal Motor Vehicle Safety Standards
(FMVSS) concerning vehicle operating standards and crash-
worthiness; the EPA’s Clean Air Act Amendments (CAAA)
or National Low Emission Vehicle (NLEV) Standards for
vehicle emissions or NHTSA’s Corporate Average Fuel
Economy (CAFE) Standards for fuel economy. Such stan-
dards will be negotiated essentially between the transporta-
tion industry suppliers and automakers 600 and appropriate
Government Agencies 200, with input by any other interested
parties. Content standards 105 defining how conventional,
targeted and hyper-relevant advertising is ultimately pre-
sented to consumers will most likely be established concur-
rently with the operating and distribution portions of the
system. This interaction will be between the advertising com-
munity 300, the manufacturing body 600, the distribution
entity 800, and its compensation unit 900, with input from
concerned government entities, fleet and government opera-
tors 600 and from the driving population.

It is envisioned that very early funding for R&D and tech-
nology development may come from the investment arms
110, 115 of the advertising and media community on the
commercial side, and from the government for exploration on
the highway/traffic safety and public service side. This early
development funding would be combined with funding pro-
vided by the major automakers and their suppliers 600, result-
ing in prototype operating systems, and leading eventually to
full production supply 120, with such production to be inte-
grated with regularly scheduled vehicle production. There are
also specific, highly targeted operating niche markets ideal
for introducing this platform on a controlled basis, such as
fleet and taxi operations, which will be explained later. It
should be noted that there are also as many different potential
scenarios and models for program funding since interest,
participation, and investment is expected from many private
sector entities, foundations, institutions, or government agen-
cies. Another likely investment scenario is reflected at 128, in
the form of potential investment in the Distribution entity by
the transportation manufacturers themselves, because their
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end products are essential components to this new advertising
and communications platform.

Private investment 130 from the user body can assume
many forms, such as state and local government funding in
support of innovative law enforcement applications (some of
which have been previously described); direct equity invest-
ment from advertisers 300 or from big media owners; private
investment from the general driving population 400 or from
fleet and business users 500 (other than their investment in
private vehicle ownership), such investments coming perhaps
in the form of equity in the Distribution entity 800, perhaps
through an IPO. Once Distribution is operational, however,
the user body will commence paying Usage Fees 140 to place
content on the new platform.

The output side of the Distribution unit 800 is the delivery
of content (as discussed in the preceding section) distributed
directly to the vehicles registered in the network through
channels 150, 155, and are explained later. Content 150 rep-
resents conventional, targeted and/or hyper-relevant audio
and video ad content, public service content, personal content
and encoded personal profiles from fleet or government users
and the general driving population. Content 155 represents
the delivery of personal preferences to Pre Existing Vehicles
655 which use aftermarket systems sold through retailers or
installed as upgrades at automobile dealerships. Pre Existing
Vehicles 655 are able to wirelessly transmit VIN, model data,
content requests and ad control signals 750 to New Produc-
tion Vehicles 652, 654, and then receive audio and view video
content derived from that data on moving object video dis-
plays 760. Fully equipped New Production Vehicles 652, 654
will send similar VIN, content and control requests 740,
receive audio content internally and view video content on
displays 760 which are integral to those vehicles, exterior
surfaces or glazing. As previously explained, all such content
and control requests are logged on both new and aftermarket
platforms for later wireless downloading as shown by 160,
165 via network access points (NAPs) to be discussed in a
later section.

The Compensation unit 900, collects all data downloaded
from registered moving objects and compares content
requests with content deliveries (discussed in greater depth
later), and confirms actual content deliveries by matching
these data. Confirmed distribution information is subse-
quently returned to the Distribution unit 800 (which may be
the same as Compensation unit 900) as shown at 170. A
critical step in content delivery measurement, accounting and
compensation occurs at this stage. The applicant believes that
it is important for any such system to be able to identify and
prevent what has become known in the Internet advertising
industry as “click-fraud.” This is a process in which users,
entities or software create fraudulent requests for content
deliveries (viewings) in an effort to demonstrate greater inter-
est in a specific ad or site than really exists. In the case of the
present invention, this could be attempted by individuals to
get paid for presenting ads that were not actually viewed. At
this stage, an exchange of data 170 between the Compensa-
tion unit 900 (which has downloaded logged vehicle data) and
the Distribution unit 800 takes place which involves the
matching of specific VINs on moving objects together with
the time, place and the physical movements of those objects to
determine the likelihood of fraud. This process is explained in
greater detail in a following section. Once in-field content
deliveries have been authenticated, the Compensation unit
900 can approve payments to the registered vehicles that have
had their display of content confirmed via the mechanism at
170. This applies to all registered production vehicles 652,
654, and in some instances to the vehicles which only view
content such as vehicles having aftermarket installations 655.
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The Distribution unit 800 can then feed back in-field perfor-
mance measurements to the general user body as indicated at
180. The Compensation unit 900 has, among numerous tasks
discussed in a later section, two key functions: the payment of
financial compensation to Registered Platform Owner/Op-
erators 1000, as shown at 178; and the sale of ad hoc collected
data to marketers and researchers, as indicated at 1100.

FIG. 2 shows potential relationships between Government
Agencies 200 and Developers, Suppliers and Manufacturers
600 relative to the funding, regulation and use of the present
invention. Although there are many such possible combina-
tions, named are a few of those agencies that may have a
bearing on some of the Regulatory issues 220 and public
service usage issues 240. The National Highway Traffic
Safety Administration (NHTSA) 202, for example, would
have a clear role in establishing vehicle standards, including
testing and compliance procedures, just as it has had in other
Department of Transportation (DOT) programs, some of
which have been previously mentioned. The Federal High-
way Administration (FHWA) 204 has a vision to create the
best transportation system in the world. In partnership with
the overall highway and transportation community, its charter
is to assure the safest and most efficient highway and inter-
modal transportation systems possible, in which crashes,
delays and congestion are significantly reduced, where roads
protect ecosystems, where pedestrians and bicyclists are
accommodated and where transportation services are
restored immediately after disasters and emergencies. The
present invention is capable of making significant contribu-
tions to all of these specific objectives. A prime goal of the
National Telecommunications and Information Administra-
tion (NTIA) 206, is to bring dramatic growth and change to
the nation’s economic, social and political life through a
fundamental mission of promoting market-based policies that
can lower prices to consumers and encourage innovation,
while harnessing the resources of the Federal government to
support spectrum-based technologies that enhance efficiency
and productivity. Clearly, the broad application of the wire-
less spectrum to produce commercial and public communi-
cations opportunities that also benefit consumers financially,
are within NTIA’s charter. The Research and Innovative
Technology Administration (RITA) 208 is dedicated to the
advancement of DOT priorities for innovation and research in
transportation technologies and concepts. Innovations that
will improve our mobility, promote economic growth, and
ultimately deliver a better integrated transportation system.
The agency’s charter is to foster the exchange of ideas and
information in a high-priority incubator committed to
research and to getting innovative ideas from the laboratory
into the field. RITA can effectively assess the present inven-
tion’s ability to clean up distractive highway signage stimuli,
adopt more effective direct vehicle collision warning sys-
tems, incorporate state-of-the-art techniques in the enforce-
ment of drunk driving laws and the delivery of emergency
medical services and generally, through the present invention,
dramatically improve the design and management of highway
safety programs. The National Weather Service (NOAA) 210
has a current program in place called “Flooding Ahead Turn
Around Don’t Drown”, an attempt to reduce the high num-
bers of lives lost each year by drivers whose vehicles are
swept away while trying to cross heavily flooded areas. This
program has previously involved posting a plastic sign on a
small metal stand where the road disappears beneath the
water. The program has enjoyed limited effectiveness but is a
logistics nightmare in terms of deployment on an urgent
basis. Tornados, landslides, hurricanes, flash floods, wild-
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fires: all have similar impact and problematic solutions when
it comes to protecting the public. The present invention, how-
ever, is, in fact, a rolling billboard having instant communi-
cations whose content (including animated, mobile, warning
signage complete with flashing lights) can be deployed
instantly where ever itis. Thus, NOAA’s involvement in early
rulemaking could prove a tremendous benefit to public safety.
The Bureau of Transportation Statistics (BTS) 212 is respon-
sible for assessing the relationships between transportation
and the economy on an ongoing basis, including our trans-
portation system’s share of Gross Domestic Product, employ-
ment and transportation expenditures. Its work bears heavily
on such previously discussed areas as urban congestion and
the direct costs to consumers in wasted fuel and time. This
area alone justifies the early involvement and sustained track-
ing of BTS to document the tangible long term benefits of the
present invention. Finally, there are numerous other agencies
214 whose capabilities can come to bear on the present inven-
tion’s implementation, and their coordinated efforts must be
multinational in scope.

Usage 240 indicates just few of the potential applications
worthy of funding by Federal Governments. Such funding
110 is to be directed in part towards supporting the research
and development efforts of automotive Developers, Suppliers
and Manufacturers 600. The principal areas for development
are Telematics 610, the means for implementing communi-
cations between moving objects; Data Processing 620, meth-
ods for decoding, storing, polling, extracting, queuing,
encoding and uploading data and content for distribution via
the present invention; Displays 630, the evolution of cost-
effective displays from current or new technologies for incor-
poration into high volume production vehicles of all kinds;
and Panels & Glazing 640, the use of automotive glazing as
platforms for content display.

Proposed Rulemaking and Legislation relationships 100.
Upgrades in telecommunications and content handling, oper-
ating systems, displays, including hardware and software for
the present invention after its initial introduction are indicated
at 125. Investment is shown at 128, suggesting the possibility
of automakers and their suppliers taking equity positions in
the Distribution entity (or entities). At 142, Usage Fees are
paid to the Distribution entity 800 for government or public
service content downloads indicated at 152, which are then
stored on vehicle hard drives. Such fees would likely be paid,
part in advance, based upon negotiated service contracts
between various government agencies and the Distribution
entity. The balances would be paid later, once in-field content
deliveries have been confirmed from logged downloads. At
161, logged public service content requests (and optionally,
confirmed deliveries) are downloaded from aftermarket plat-
form installations. At 162, logged public service content
requests and logged public service exposures are similarly
downloaded to Compensation 900 for processing and confir-
mation. At 182, confirmed public use content exposure is
returned to Distribution where it can then be translated into
effective measurement information regarding engagement
and the precise time, place, circumstances for content deliv-
ery and whether or not specific and appropriate actions were
taken by the recipients on a timely basis in response to such
content deliveries (In other words, did they act on a specific
audio/visual display presented to them in the field?). Finally,
at 186, documented performance is fed back to the appropri-
ate Government Agencies 200. This feedback will vary with
the needs of the specific agencies involved and would perhaps
be accomplished under contract between Distribution and
that specific agency of government. An example of such
measurement and feedback would be the confirmation to

5

10

15

20

25

30

35

40

45

50

55

60

36

NOAA that a specific number of vehicles were turned back
from a flash flood zone and were directed over an alternate
route well in advance of an actual crisis, along with geo-
specific mapping showing the positions and numbers of
vehicles simultaneously exposed to the audio/visual alert (via
the present invention), the precise timing and movements of
those vehicles after that alert (based on logged GPS data) and
the movements of those invention-equipped vehicles that did
not heed the alert, so that alert effectiveness can be deter-
mined.

FIG. 3 is a diagram showing the relationships of advertisers
and manufacturers to the present invention. Although the
advertising community 300 is multifaceted, it has been
defined collectively as three elements: the media buyers 305
(entities responsible for purchasing and scheduling ads in
various media), the advertising agencies and their clients 310,
and the content producers 315 (entities typically hired by the
ad agencies to create, produce and execute products for media
placements). The applicant envisions these groups, individu-
ally and collectively, influencing and guiding proposed stan-
dards 106 for creative content and system functionality, key
elements of which are listed in Content Standards 320. Note
that the development of these standards will be augmented at
100 by the interface with U.S. and Foreign Government
Agencies 200. These groups will combine their essentially
creative and marketing powers and their political and legis-
lative experience to shape rulemaking for such issues as:
Graphics & Animation Standards (determining, for example,
the distractive qualities of animations with regard to driver
attention and establishing criteria for such displays); Content
Standards & Formats (limitations on certain kinds of ad con-
tent relative to specific demographics, or the manner in which
certain presentations can be made and to whom); Telematics
Standards (the technologies that will be applied in allowing
moving objects to talk to each other); Proximity & Venue
Regulations (determining times and locations in which cer-
tain kinds of ads might not be permitted, or might be limited
in scope or content); methods and schemes for Demographic
Encoding (classifying the various types of products and ads
so they can be matched to consumer request profiles and
properly tracked for measurement, accountability and com-
pensation); Impulse Response Standards (uniform methods
allowing consumers to request information on products or to
order and purchase products safely while using their moving
objects and to securely link such orders with credit and ship-
ping information; Field Override Standards (the criteria and
procedures allowing law enforcement to take command of an
ongoing display in the interests of public safety or need);
assuring conformance with current and anticipated NHTSA
Standards; Compliance & Regulation (developing testing and
compliance procedures to assure standards in manufacturing
and use; and Compensation Standards (the development of
accounting, billing and general compensation procedures and
contracts including defining industry fair practices, owner-
ships, taxation, disbursements and similar consumer related
business issues). At 134, Joint Production Specifications are
implemented with the manufacturing teams 600 and are
incorporated into the network’s operating systems by the
Distribution unit 800.

Paths 130 and 143 represent two of the key financial chan-
nels for the advertising community. Although there are
numerous scenarios for investment to occur, the most likely is
through equity, loan or advancement by the advertising or
media industry as a whole, because these represent both a
significant user and beneficiary. As noted hereinabove, there
is a serious need for improved ad accountability, demo-
graphic effectiveness and tracking of engagement, and there
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is no question that advertisers and large media buyers are
desperate to find new ways of reaching consumers and in
recapturing defections from commercial television to the
Internet. With so much at stake in the industry, the logical core
investors for the present invention are, the major Media Buy-
ers 305, the Advertising Agencies and their Clients 310, the
content Producers 315, and, of course, the operators of tradi-
tional media and advertising platforms such as commercial
television. One reason this makes so much sense is that this
Advertising community 300, which comprises these three
entities, will also become the network’s largest user and payer
of User Fees 143.

Again, 120 represents the supply path for New Vehicle
Production 650, and 153 represents the uploading of Adver-
tising Content, along with encoded profiles, upgrades and
distribution instructions via the Internet, to individual
vehicles 652, 654, 655.

Path 167 indicates Logged Content Requests from Pre
Existing Vehicles, while path 164 shows the upload path for
Logged Advertising Requests and Logged Advertising Expo-
sure from New Vehicle Production. As it was with Confirmed
Public Service Use, path 173 indicates Confirmed Ad Distri-
butions sent back to the Distribution unit for ad performance
assessment, engagement tracking, measurement, account-
ability, fraud exposure and compensation. Once data is pro-
cessed by the Distribution unit 800, it can provide perfor-
mance feedback 183 to Media Buyers, Ad Agencies or
Advertisers in a variety of formats, including data on the
direct daily deliveries to specified demographics with the
exact times, places and durations for such impressions, along
with consumer views and opinions, related information
requests, resulting purchases and other criteria, all at multiple
levels of depth in accuracy and measurement previously
unavailable in the advertising industry.

It is also worth noting that with the creation of such a
widespread, flexible and mobile video platform, it is only a
matter of time before the major news and entertainment
media companies realize that the present invention offers an
exceptional means to reach consumers with rich content pre-
sentations while they are on the go, yet are in a safe and
relaxed mode to receive such information. For cable leaders
such as Fox News, the present invention offers a unique
mobile forum for delivering breaking news and local event
alerts and thus represents a huge potential revenue stream for
all general media and telecommunications.

FIG. 4 is a diagram showing the relationship of the Driving
Population 400 and Fleet/Government Users 500 to the Dis-
tribution unit 800. Both of these user groups will be discussed
in terms of Online User Communities, one referenced at 410
for the General Driving Population, the other at 510 for Fleet
Business and Government Users. Examples of these and how
they work have been described in previous text. Over time,
such communities may take on a variety of forms; however,
the applicant envisions most of these being operated by the
individual automakers, aftermarket producers or retail deal-
ership bodies responsible for the design and manufacture of
the moving objects themselves. For purposes of this discus-
sion, these communities are defined in four sections, each
representing an online activity. For the Driving Population
these would be: (1) Registration 420, which can begin at the
dealership with the recording of a vehicle’s VIN, a process
which can be completed at home with final licensing online;
(2) Membership 430, where each member of a family can join
the community by creating his own User Name and Pass-
word; (3) Preferences 440, where each new member can
follow easy online prompts in multiple choice, pull down
menu, check box or text write-in format to define his personal
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interests, wants, needs, desires, capabilities and experiences,
these in terms of a pair of profiles defining “who he is,” and
“what he wants” as these preferences relate to his personal
lifestyle and to the kinds of advertising he would like to view
or present; and (4) Personal Use 450, where a member—
typically upon approval of the Registered Owner who is the
designated System Administrator—can elect to create and
upload a variety of personal messages, sponsorships or adver-
tising they would like to display to others for personal or
business purposes and for which they will be billed at a
discounted rate if presented on their own vehicle.

These online sections are similar to those used for the
Commercial or Fleet Business User body or for Government
Users, except they are tailored for business and commercial
applications and are structured to accommodate a multiplicity
of moving objects or vehicles: (1) Registration 520, where a
business or fleet owner can register a number of vehicles to be
driven by drivers under contract to that business; (2) Operator
Profiles 530 where a business manager is responsible for
identifying his drivers and informing them of the network’s
system and rules; (3) Preferences 540, where a business or
government fleet manager can establish the communications,
viewing and presentation preferences for his own drivers and
his fleet; and (4) Fleet/Government Official Use 550, where
registered business owners or fleet managers can enter into
contracts with the Distribution entity 800 to display their own
company’s advertising, branding or promotions. The appli-
cant anticipates that a number of individually operated adver-
tising and promotion businesses may spin off from such com-
mercial platforms wherein small business owners might
purchase dual-purpose vehicles with the intent of operating a
fleet of mobile ad platforms around the clock in key markets,
to train and manage drivers for such an enterprise, and to then
charge advertisers for the presentation of content by special-
ized venue or times which might be otherwise unavailable.
This would not be unlike privately-operated auction busi-
nesses which have spun off from the popular Ebay model. An
embodiment for such a fleet application is discussed in a later
section concerning moving object fleet adoption and produc-
tion. The combined upload path for Owner/Operator Profiles
is shown at 114.

As previously explained, Vehicle Registrations for the
present invention are linked to Vehicle Identification Num-
bers (VINs) and are cross-checked with DMV records for
information which, from a legal or business perspective,
might preclude a membership approval. Such precautionary
measures are well known in the industry and follow com-
monly established prudent business and legal practices.
Owner/Operator Profiles 530 and Preferences 440, 540 may
be subjected to similar scrutiny; however, it is the objective of
such profiles to define the nature of the content which is to be
viewed by such owners and operators, and to a lesser degree,
to determine what they will be displaying to other members
and to the public at large. In terms of what is actually dis-
played to the public under the present invention, all content is
thoroughly monitored and approved under strict standards
and practices which have been established through the joint
efforts between government and business, as described in the
foregoing sections. Approved and Encoded Owner/Operator
Profiles for both Personal and Fleet/Government Users are
uploaded at 116 to specific vehicles by VIN, or by an equiva-
lent vehicle identifying process which links registered owners
to their vehicles. As occurred previously with Advertising and
Public Service content, personal content for the general Driv-
ing Population and Fleet or Government Public Service and
Business content is uploaded to New Vehicle Production at
154. Additionally, Personal Preferences for controlling the
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viewing characteristics from Pre Existing Vehicles are
uploaded to these vehicles at 118.

An important byproduct of the present invention (in addi-
tion to its ability to request and confirm the delivery of profile-
enabled hyper-relevant content), is its ability to simulta-
neously, and even passively, track and measure all such
requests and deliveries, including any actions taken by con-
sumers as the result of such deliveries while in the field, then
to gather and compile such data in terms of consumer move-
ments by time, venue and VIN, all relative to their demo-
graphic and psychographic profiles. This kind of information
can be easily generated through the interaction of moving
objects using the present invention, and through moving
object interactions with other kinds of compatible, profile-
driven mobile devices in the field. As each moving object or
mobile device communicates with others in an effort to match
transmitted user code “requests” with stored content, as in the
case of the present invention (or to match User Codes as
disclosed in the applicant’s nonprovisional patent application
Ser.No. 11/552,932, filed Oct. 25, 2006, entitled: “METHOD
AND APPARATUS FOR OBTAINING REVENUE FROM
THE DISTRIBUTION OF HYPER-RELEVANT ADVER-
TISING THROUGH PERMISSIVE MIND READING,
PROXIMITY ENCOUNTERS AND DATABASE AGGRE-
GATION”, incorporated herein by reference in its entirety),
these moving objects emit encoded signals which describe
the essential nature, makeup and interests of a seeking party.
Regardless of matched content requests, delivered content, or
attempted or consummated in-field communications, all such
moving objects or mobile devices may, if so programmed,
receive and store in-field transmissions from all other such
moving objects and devices. Each of these transmissions is
time-stamped and identified by device and location. The
codes for any such attempted or consummated communica-
tions can then be collected and uploaded to the Compensation
unit 900 and the Distribution unit 800 when these moving
objects are linked to a network.

This level of verifiable information on consumer demo-
graphics, psychographics and interests, when coupled with
their movements and travels, can be of extraordinary value to
market researchers and planners. These include: architects
and developers, retail store and mall planners, high schools
and universities, concert and event producers, resort and
theme park planners, transportation planners, law enforce-
ment, government lawmakers and of course advertisers and
marketers. The sale of this data is indicated at 1100 in FIG. 1.
The downloading of special instructions for the collection of
ad hoc research and planning data based on independently
contracted or measured studies is shown at 1120 in FIG. 4.
The uploading of such ad hoc collected in-field data is shown
at 1140.

Logged Personal Use Authorizations (request signals per-
mitting or preventing personal content to be presented to a
viewing vehicle) are uploaded from all vehicles at 167 to the
Compensation unit 900. Logged Personal Use Exposure (data
confirming the presentation of personal content to a viewing
vehicle) is uploaded at 168 to the Compensation unit 900 via
Network Access Points (NAPs) in the same manner as logged
Advertising or Public Service Exposure is uploaded from
moving objects. Such logged exposure is sent to Distribution
800, where it is matched with Personal and Fleet/Government
Use Profiles as shown at 175. Once content deliveries are
matched and authenticated (by confirming that the codes on
delivered content match the codes on the receiving moving
object and also cross-check with the originally uploaded con-
tent), then the Compensation unit authorizes the fees charged
for such Personal Use Exposure to be either billed to the
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Registered Owner 1000 or subtracted from any Compensa-
tion that is to be paid to that Registered Owner as indicated at
178.

FIG. 5 is a block diagram depicting a typical owner regis-
tration process for the present invention. The basic procedure
for completing online registrations are commonly known
today, so it is the purpose of this diagram to describe the steps
and decisions a consumer might make in engaging with the
business of viewing and displaying hyper-relevant ads and
personal communications. Two parallel engagement paths
are shown, reflecting a preferred embodiment including a
land-based vehicle. Both paths describe a consumer’s entry
into the distribution network beginning at 402 for Pre Exist-
ing (or aftermarket) Vehicles and at 404 for New Production
Vehicles.

Beginning at 402, the consumer of a Pre Existing Vehicle
bears the responsibility for buying, installing and setting up
the hardware and software through which he participates in
the distribution network 800. This can be accomplished
through a purchase of the electronics package from an auto-
motive dealer (followed with installation by that dealer) or it
might result from the purchase of the package from an auto-
motive accessories or aftermarket retailer and could be
installed by the owner himself. Regardless, the process of
registration and membership which follows is essentially the
same for both user paths.

At 422, using a computer, a modem and an online browser
to interact with the aftermarket manufacturer’s web site, the
prospective user submits his Vehicle Identification Number
(VIN) and other required information, such as (pending final
registration and contractual requirements) his Driver’s
License number and other necessary information such as the
brand, year, make and model of his vehicle, unless such data
is provided for in the VIN, and Credit Information. The physi-
cal characteristics of each vehicle—height, width, driver’s
eyepoint (or eye envelope), number of occupants when at full
capacity, etc.—are pre-encoded, either as part of the regis-
tered VIN, or under each owner’s vehicle profile by make and
model. In practice, these specifications are transmitted
between moving objects so that optimum, yet minimum,
spacing between moving objects is always established when
stopping in traffic with precise line-of-sight viewing angles
based on the different vehicle types. For example, a driver’s
forward sightline through a windshield at a height typical of
a low sedan or sports car to the rear area of a tall SUV will
result in a more upward angled sightline and a specific
bumper to bumper vehicle spacing requirement; conversely, a
line-of-sight through the windshield of a taller SUV to avideo
display on the aft surfaces of a low sports sedan would result
in a more extreme downward viewing angle and yet different
kind of vehicle to vehicle optimum spacing; and finally where
an SUV to another SUV of similar height would produce a
more horizontal sightline and yet another specification for
vehicle spacing. In other words, because interacting vehicles
talk to each other and exchange VIN numbers, the lead or
stopped vehicle is able to tell a vehicle approaching from the
rear precisely the best place to stop for the optimum viewing
of its rear mounted display. In every case, the proximity
measurements and the vehicle-to-vehicle spacing (further
discussed in FIG. 17) is governed by vehicle codes so that
optimum sightlines are established for content delivery and so
that the tightest practical spacing between all so equipped
vehicle types is assured, which conserves traffic lane con-
sumption under practical traffic conditions. Vehicle-to-ve-
hicle lane space conservation enabled by a visual range/stop-
ping indicator is a valuable byproduct of the present
invention.
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Continuing the online registration process at 434, each new
user has the opportunity to register, or allow other drivers or
passengers in the family (or in the business if a fleet applica-
tion) to register, along with the ages and genders of any
children or other family members who might be passengers in
the vehicle under that VIN. At this point, each family member
can establish his own user name and password if they wish. If
that person is underage, or if it is preferred by the Registered
Owner (who normally becomes the System Administrator for
the VIN), then he or she will control access to the system and
to any profiles that are later completed for such family mem-
bers.

At 438, these user names (or nickname handles) are pro-
grammed into the vehicle’s User Selector 780 (explained in
more detail in FIG. 7). This control allows consumers to
switch the viewing preferences on-the-fly from one person to
another, or combinations thereof. However, final control can
always remain with the vehicle’s System Administrator. In
other words, dad controls who gets to see what while riding in
dad’s car.

At 443, family members are allowed, in the privacy of their
own home, to select their individual ad viewing preferences.
Here, each member of the family (or the authorized users in a
business) can execute multiple choice, click-on, or write-in-
the-box text responses which allow them to define “who they
are” and “what they want” in terms of their personal interests,
wants, needs and experiences, and in the kinds of advertising
they would like to view. This profiling technique is explained
in detail and is the subject of the applicant’s nonprovisional
patent application Ser. No. 11/552,932, filed Oct. 25, 2006,
entitled: “METHOD AND APPARATUS FOR OBTAINING
REVENUE FROM THE DISTRIBUTION OF HYPER-
RELEVANT ADVERTISING THROUGH PERMISSIVE
MIND READING, PROXIMITY ENCOUNTERS AND
DATABASE AGGREGATION”, incorporated herein by ref-
erence in its entirety.

Using an individual’s home or office computer, a net-
worked laptop, a PDA or even a cell phone, user personal
profiles can be updated and submitted periodically from
nearly any location having network access. Also, because ad
preferences can be highly personal in nature—and because
they directly influence the kinds of products and services, or
the kinds of entertainment and lifestyles a user is interested in
or curious about—it is possible for users, at 443, to select and
control the timing and circumstances for all outgoing content
requests. For example, if an individual is interested in certain
kinds of personal products or subject matter which he prefers
remaining confidential, when he completes this portion of his
Personal Ad Viewing Preferences, he can limit such content
requests, for example, to only the times he is alone in his
vehicle. It is also possible to control the external display
viewing angle so that others in vehicles adjacent to a viewed
vehicle are unable or less able to see any content that is
displayed.

In a similar manner, a user can prevent certain kinds or all
kinds of advertising to be presented to him by other objects at
the time he is operating or is inside his own moving object. If
a user finds certain content to be of little or no personal
interest, or if he finds it offensive or objectionable, he can
prevent its exposure to himself and to others who may be with
him or are in the immediate vicinity. The present invention
accomplishes this simply by deleting or preventing content
requests based on a specific user’s stored profile. When a user
prevents the display of such content to himself, he also pre-
cludes the displaying party from earning any compensation
from such display. Thus the present invention is in many ways
a very democratic process.
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For parents of young children, the system is a tremendous
advantage. Under a preferred embodiment defining a land-
based moving object, when kids are traveling in their parents’
vehicle, parents can prevent certain ads or content which they
feel are inappropriate from being displayed on moving or
fixed objects around them. When the kids are no longer in the
vehicle, those ads can be switched back on or allowed.

At 445, the Registered Owner of a Pre Existing Vehicle can
also determine his own and his family’s Viewing Protocols.
Preferences can be switched on or off depending upon the
occupants of the vehicle, or whether the party responsible for
the vehicle wishes to allow or to prevent ads from being
viewed by any other specific party. Research reveals that kids
today truly enjoy watching commercials as long as they deal
with subjects they are interested in. So if kids are misbehav-
ing, parents might just threaten to shut off their ad viewing
preferences for the rest of the way home.

A wide variety of ad viewing features are expected to be
implemented by the individual manufacturers of moving
objects under the guidelines framed by the Distribution net-
work 800 and government regulations relating thereto. For
example, such features might allow users to give weight to
each family member’s preferences in terms of time sharing
during use (e.g., 20% to dad’s preferences, 30% to mom’s
preferences, with the kids splitting the remaining 50% evenly,
assuming they’ve been good). These preferences are inter-
preted into signals broadcast to other moving or stationary
objects in the vicinity, thereby controlling the variety and
nature of the ads polled and selected for presentation by such
other objects. Based on each vehicle manufacturer’s specifi-
cations and on network content guidelines, the application of
user preferences can be further controlled, either automati-
cally or manually, based on the time of day and event location.
For example, if mom is running around all day doing errands,
then picks up the kids and delivers them home or to a friend’s
house between 3:00 PM and 4:00 PM, she can set the prefer-
ences to favor herself up until 3:00 PM, then engage the kids
preferences for an hour, then instruct the vehicle to switch
them back automatically to hers after they’ve been dropped
off, or she can do this manually. Just as in the design and
execution of vehicle air conditioning and entertainment con-
trol systems, it will be up to each manufacturer to design and
integrate its own version of these controls for marketing,
human factors and user friendliness under its own quality
control and operating standards, providing of course they also
comply with any federally or more universally mandated
system standards.

At 455, after completing membership, viewing, and proto-
col preferences, the newly Registered Owner of a Pre Existing
Vehicle is presented with the network’s Distribution and
Compensation contract terms and conditions which he must
read and sign electronically. Finally, at 465, he submits his
profile package and executed contracts online to the Distri-
bution entity 800 for approval.

In the second engagement path, beginning at 404 (and also
under a preferred embodiment using a land-based vehicle), an
owner has purchased or leased a New Production Vehicle with
the ad display technology built in. As we saw in the family
scenario, the dealership has pre-registered the vehicle using
the new owner’s Driver’s License number which has been
linked to the new product’s VIN. At 420, this new owner
completes his registration process using the automaker’s
Home Enrollment community web site.

It is beyond the scope of this document to describe the
various potential methods of consumer profiling or content
encoding, because these are straightforward processes well
known to those skilled in the fields of demographic and psy-



US 9,183,572 B2

43

chographic analysis and in the arts of interpreting the subjec-
tive elements that comprise human interest and commercial
engagement. Regardless, the process begins in FIG. 5 at 420
for New Production Vehicles (continuing through steps 432,
436, 442, 444, 446), and at 422 for aftermarket vehicles
(continuing through 434, 438, 443 and 445), as consumers are
asked in separate profiles to generally define “who they are”
and “what they want” in terms of relative life experiences,
expectations, beliefs, interests and objectives regarding vari-
ous types of products or services. This may extend to specific
brands, product makes, companies or even political affilia-
tions. Such profiles are executed in guided, online question
and answer sessions which combine multiple choice ques-
tions and unstructured text responses designed to encourage
individuals to better know and reveal themselves and their
unique personalities. These profiles can be later analyzed for
hidden relational values and meanings utilizing proprietary
deep-search software designed to identify personal character-
istics that individuals are often unable or unwilling to define
for themselves. The methods for creating and gathering such
personal information through profiling are well known to
professionals in the fields of psychology and marketing. Also
known are the methods of quantifying, weighting, character-
izing, prioritizing, integrating and ultimately linking such
results to the selling of products and services, along with
methods of encoding and encrypting such data once it is
created. What is novel is the present invention’s method of
directly asking consumers—and asking in significant
detail—about the commercial content they are most inter-
ested in seeing and hearing about, and then enabling them,
through a technological structure and system, to request, poll,
queue and present such content on a time and venue specific
basis at a time they are most open and receptive to such
information.

The following steps, Registration of Additional Family
Members (432); Assignment of Family/User Names to Pref-
erence Selector (436); Family Member Selection of Personal
Ad Viewing Preferences (442), and Registered Owner Deter-
mines Viewing Protocols (444), are essentially the same as
discussed for the Pre Existing Vehicle registration path.

At 446, however, the new vehicle owner is given a chance
to determine his vehicle’s Display Preferences, something
preexisting vehicles are unable to do unless they are equipped
with an external or internal video display. Generally, most
content scheduling will be performed at the media buy level.
In other words, there is a media exposure hierarchy which
determines the value of a given ad’s impressions based on the
platform’s ability to reach specific audiences at specific times
with specific and hyper-relevant messages—and for the first
time with the present invention—in very precise locations.
Such media buys will be significantly more valuable to cer-
tain advertisers and will therefore command high price tags to
the advertiser. If a Registered Owner is able to deliver large
numbers of impressions in high-value markets, then he would
also logically share in the receipts generated by that particular
platform, in this case his own vehicle’s VIN. For this reason
the applicant envisions small business spin-offs involving
individuals or small companies that could register large num-
bers of moving objects primarily to circulate ads within the
high value target markets such as the downtown areas densely
populated cities. Should this generate unnecessary traffic
flow within these areas, procedures could be put in place to
prevent such random increases.

Because content deliveries are essentially automated and
represent sophisticated media buys (sensitive to content type,
viewer demographics, locations, delivery times, etc.), and
because most consumers will always want to optimize the
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revenue generated by their delivery platforms, it is best for
consumers to set their display preferences to automatic. Auto-
matic display references are designed to generate the greatest
revenue by targeting and giving priority to the highest value
markets first. In this regard, at 446, both the consumer and the
Distribution entity are without conflict of interest. In deter-
mining one’s own display preferences it is also possible to be
relatively selective. For example, profiles will allow Regis-
tered Owners to preclude (or “blacklist”) any companies
whose products or services it prefers not to advertise, promote
or display. In so doing, that owner also forgoes revenue from
those precluded display ad opportunities. Examples might
include individuals who wish to boycott certain products or
companies. Another might be political candidates for one
party or another, especially near election time. Therein lies
another responsibility for Distribution, and an inherent fea-
ture of the present invention: political promotions in and
around polling places can be electronically monitored and
prevented. The reverse is also true. If an individual favors a
particular company or product, he can request a priority for
the display of content relating that company’s products or
services. At his option, he can also buy a corporate sponsor-
ship for that entity. However, each such selection is likely to
have revenue consequences for the Registered Owner.

At 448, media platform owners are able to implement
another step in determining the use of their assets: selecting
their Personal Use Preferences for their own moving objects.
Because personal ad placement decisions also bear on the
VIN’s overall ability to generate income, only the System
Administrator for that VIN (usually the Registered Owner) is
permitted to authorize them. This is done easily and privately
by the consumer following prompts on his user/community
web site. Such personal use is typically charged at a discount
since a family or individual will be using his own asset, but
clearly such use will reduce revenues from that individual’s
display of content for others.

At 452, family members (or small businesses) are allowed
to create and submit their own personal ad content for display
on their own or on other moving objects. Such content can
range from simple neighborhood business ads to very spon-
taneous advertisements applied to vehicles on the spur of the
moment, such as displaying a High School’s home team logo
at game time. At 454, owners are given the chance create
personal messages. These can be posted instantly and spon-
taneously, or on a scheduled basis, on an owner’s own vehicle,
or on other vehicles based on a standard rate. Such messages
can also be accompanied by audio content sent wirelessly to
aviewing vehicle’s on-board audio system, or released within
a viewing vehicle from its internal hard drive, based on a
received code. There are many such examples of personal ads,
sponsorships or messaging: a political candidate might email
you an animated electronic bumper sticker from their cam-
paign office which, if you approve, you can then send directly
to the back of your car at the click of a mouse. Another such
spontaneous message might be a “For Sale” sign on the back
of a vehicle, linked to “impulse request” electronics as a
means for obtaining information on-the-fly (a feature
described in more detail at 782 in FIG. 7). Another example
might be a “Just Married” sign appearing on, perhaps, all of
the vehicles in a wedding party, or a “Need Help” alert if
problems are encountered on an open highway. Any number
of spontaneously posted personal messages is possible pro-
viding they meet the Distribution entity’s Standards and Prac-
tices for Personal Content review and are approved at 842 in
FIG. 8. As explained later, this unit can electronically screen
and then lock out certain graphic content that may be com-
monly viewed as offensive in terms of public exposure, or
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beyond the bounds of reasonable free speech. Such content is
submitted by the Registered Owner online and once screened,
can be scheduled for automated release, or can be stored on
the VIN’s hard drive for spontaneous or manual release by the
owner in the field. The display of Personal content will be
accompanied by a standard fee for the level of exposure
anticipated (based on the time, place and market for that
impression) less any discounts, and the transaction would
show up onthe VIN owner’s monthly statement. Personal Use
charges would normally be discounted and debited against
the Registered Owner’s monthly income check. The broad-
cast of Personal Ad Content to other moving objects, how-
ever, would constitute a media buy. Such purchases are sched-
uled online at the going rates (again, based on the time, place
and market for such impressions) and might possibly include
discounts to large users or long-term memberships within the
network.

The steps of Registered Owner Agreement with Operating
Contract Terms (456); Agreement with Compensation Con-
tract Terms (458); and Registered Owner Submits Profile for
Approval and Distribution (460) are similar steps to those
previously described for Pre Existing Vehicles.

Step 470 indicates an ongoing process whereby Registered
Owners are able to, or in fact, encouraged to periodically
update their profiles and memberships for the viewing of
hyper-relevant content, and to submit any new personal con-
tent for approvals to the Distribution entity 800.

It is not the intent of this disclosure to teach the ways in
which personal profiles should be structured, but to leave that
to the marketers and planning experts skilled in the art of
interpretive research for consumer interests and responses.
That said, it is an object of the present invention to facilitate a
means to learn the degree to which individuals are interested
in, curious about, or leaning towards, purchases in such areas
as transportation, foods, clothing, real estate, banking,
finance, investment, consumer goods, toys, medicine, enter-
tainment, social networking, communications, education,
advanced technologies, sports, politics, current events and the
like, along with relative specifics on the timing for such
interests or prospective purchases, together with identifying
the kinds of information that link such interests to specific
kinds of lifestyle and content delivery. It is also an object of
the present invention to allow for special events, for example
when a mother is searching for birthday ideas for a teen son,
or a husband for a wife’s anniversary. With the ability to
include such hyper-relevant interests and needs into the sys-
tem and to later remind users of upcoming events, automati-
cally and on a timely basis, the present invention is able to
take hyper-targeted or hyper-relevant marketing and promo-
tion to entirely new levels of performance.

FIG. 6 illustrates a first embodiment of a land-based mov-
ing object 650 where the integration of the hyper-relevant
advertising display system can be clearly seen. The vehicle
design and package shown follows an anticipated design evo-
Iution timeline and exhibits rear body surfaces that could
naturally accommodate the display technology. A formed,
printed OLED (or alternative) display 760 is present, with
surfaces contoured to meet the desired rear deck lid and body
panels of the subject vehicle. The display 760 is seamless and,
in this example, runs the full width of the rear (5th) door;
however, numerous configurations are feasible. The display
760 would be placed above the rear bumper impact zone, but
may ultimately be considered a replaceable automotive crash
part.

It is quite clear from this illustration that the proper design
and integration of automotive digital rear ends can thoroughly
enhance the aesthetic qualities of production automobiles
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while they optimize the functionality of the components they
replace such as tail lights, turn signals, center mount stop
light, back up lights, license plate lights, recesses, plates,
frames and registration. At the same time, the single panel,
lightweight display offers complete freedom for the automak-
er’s model and branding, and in fact, introduces, for the first
time ever, an ability to animate the way a vehicle brands,
identifies and/or expresses itself. Of greatest importance,
however, is the area of display 760, which can extend the full
width of the rear hatch, and enables full motion video for the
presentation of advertising content. A primary advantage of
using formable and flexible organic light-emitting diode
(OLED) displays for automotive applications of the type pro-
posed by the present invention is that such display panels can
be formed consistently with the design objectives of the origi-
nal vehicle. By example, the incorporation of a conventional
flat panel display in the size and type of panel shown in the
figures would consume a prohibitive amount of the inner
body panel cavity which is necessary for other vehicle func-
tions. Also, because flat panel displays are not flexible, they
cannot be integrated flush with a contemporary automobile’s
surface contours. This means that with the exception of tiny
flat panel sizes which are too small for displays which can be
read at appropriate distances, flat panels will produce unde-
sirable surface reflections and significantly unrefined design
appearances. OLED displays, FOLED (flexible organic light-
emitting diode) displays or PHOLED (phosphorescent
organic light-emitting diode) displays plus FOLED sub-
strates which can be laminated into various types of automo-
tive glazing, when combined represent an unending array of
affordable video display opportunities for production body
panel surfaces. Shown here at area 765 is a single corporate
logo (in this case Apple Computer) in what might be called a
“sponsorship” mode. This mode is commonly used while
traveling at freeway or highway speeds, is designed for easy
reading from greater distances and would permit only minor
color changes or enhancements so that it would not attract the
attention of nearby drivers. The display panel’s background
in this example could carry the same color as the vehicle’s
exterior finish allowing complete emphasis to be placed on
the logo (the current ad content) as it is presented in this
example. The moment this vehicle begins to slow, the logo
would softly dissolve and brake light “zones” would appear
simultaneously on the right and left sides of panel 760, along
with the federally mandated center mount stop light just
above the Apple logo seen here. At the same time, it is likely
that license plate identification would appear in large, easy to
read, well-illuminated graphics, perhaps in the center or to
one side, depending on the automaker’s default design. It is
possible that brake light/turn signal/marker light portions of
the digital rear end could change color and transition from
pale amber through bright amber to amber-red, to rich bright
red for the hardest braking. Such transitions in color and
brightness, spread over more time and a greater panel area
(while retaining the familiar left side/right side tail light
visual separations which can help drivers gauge distance)
provide increased levels of information relating to stopping
urgency, compared to current brake warnings which transi-
tion between full on or full off, and which can lead to over-
stimuli and panic stops as they so often do today. Of impor-
tance in the present invention is that during any speed or
maneuvering changes the ad content slate is gently wiped
clean so as to be totally non-distractive. At this moment, in
fact during any vehicle maneuvering, vehicle lighting, licens-
ing and FMVSS safety and performance systems take clear
precedence over any other visual or graphic imagery on that
portion of the vehicle. In other words, the present invention
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needn’t introduce any new changes in the ways moving
objects are viewed today. Drivers who are engaged with the
present invention need not take their eyes off the objects
moving in their paths as they must do today when viewing
roadside advertisements and signage. In practice, the graphic
surface character of a moving object may simply dissolve and
change before a driver’s eyes, but only at predetermined times
(generally when fully stopped), and then always by transi-
tioning to greater levels of safety and visual standardization at
critical times. The present invention, therefore, promises not
only richer, more relevant and meaningful commercial com-
munications, but also greater operational highway and traffic
safety through the optimization of uniform vehicle lighting
and safety systems. The creation of common visual and light-
ing standards for motor vehicle braking, turning or hazard
alerts, particularly in the form of solutions that can intercom-
municate between multiple vehicles to more smoothly con-
vey slowing or arising hazardous conditions to following
drivers will have a greater positive impact on highway safety
than do today’s variety of unrelated designs and visual sub-
systems. The present invention allows such standardization
and functional optimization for road safety and operations,
while at the same time opening up greater opportunities for
vehicle design creativity, product styling, branding, and free
market expression. The possibilities are unlimited.

One of several possible locations for the electronics pack-
age which enables the present invention is indicated at 660. In
practice, the entire unit would, in terms oftoday’s technology,
be roughly the size of a paperback book and could be located
almost anywhere.

A roof location is indicated at 712 for the download
antenna to receive both content and delivery instructions from
antennas in parking garages, residences or on the open high-
way. An upload antenna is indicated at 715 for transmitting
on-board data and information relating to in-field content
requests and deliveries to network access points for measure-
ment, accountability, confirmation and compensation. These
antennas can be combined into a single unit or can be placed
individually in numerous locations on moving objects. A
possible location for the receiver which detects encoded con-
tent requests broadcast from other vehicles, as well as a poten-
tial location for a rear-looking proximity sensor (which is
further described in FIG. 7), is indicated at 744. The vehicle
spacing technology of the present invention, described here-
inabove, enables display 760 to produce a color “spot” or
visual target in the area 765, which then changes color (from
green, through amber, to red) to encourage drivers to close up
and position themselves at the optimum distance for viewing
content and for the closest practical spacing between vehicles
in an effort to conserve lane area, based on their precise
vehicle types.

A front-mounted location is shown for the code transmitter
742 which sends VIN numbers, encoded user profiles and
content requests, or combinations thereof, generally forward
to a variety of vehicles or stationary objects for the purpose of
selecting and queuing content from their internal or integral
system data bases. Transmitter 742 could also be used to
transmit video data from the requesting (viewing) vehicle for
display reproduction on such other vehicles or on surround-
ing fixed or mobile objects which are equipped to interact
with the present invention.

A general position is indicated for the optical sensor 1820,
which reads traffic signal light color transitions and cross
traffic flows as part of the Intersection Clock 1800. The Inter-
section Clock 1800 is an independent system which deter-
mines the time available for the display of video content at
times vehicles are paused in traffic, and generally at times
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vehicles are stopped for traffic intersections. Optical sensor
1820 would be placed at or above eye level to the vehicle’s
operator and, in the case of the land-based moving object 650,
could be integrated into the back side of the interior center
rear view mirror case, as is often the case with headlamp
sensors in contemporary passenger cars.

FIGS. 7-10 illustrate a low-cost flat panel embodiment of
the present invention in a SUV 651. This application repre-
sents a non-optimized version of the present invention, suit-
able only for the limited production conversion of existing
vehicles rather than fully-integrated OEM production. The
basic elements comprising an aftermarket body panel conver-
sion are shown as: a flat panel video display 761; a sheet metal
or composite structural shell or pan 763, which provides both
structure and protection for the electronic components; and a
glass or plastic protective shroud 766, which both seals and
keeps the video display 761 clean and secure. These elements
are separately assembled, then mounted in various types of
body panels from current production, after which they will be
weather tested and final checked for electronic performance.
The electronics package is shown at 690 and is described in
more detail in a later section. Additional components may be
required and depend upon the types of vehicle and installation
required. FIGS. 7-10 show four views of a typical installation
an SUV type vehicle. All of the examples indicated in FIGS.
7 through 16 represent conversions of existing production
automotive body panels as opposed to installations on an
original equipment assembly line. The intent is to address this
lower cost, lower volume market as an interim step in bring-
ing the invention to market at an earlier date and at more
affordable development costs.

Two types of installations for SUVs are shown in FIGS.
7-10, a vertical mount in the sheet metal portion of the lower
rear hatch (FIGS. 7-8, 10), and a horizontal mount which is
viewed through the SUV’s rear window (FIGS. 9-10). Both
are designed to provide excellent viewing sightlines with
respect to the occupants of a following (viewing) vehicle
without consuming significant amounts of interior space or
vehicle utility in the host SUV. A vertical installation is indi-
cated at 767, and is preferred if there are no inherent obstacles
such as an externally mounted spare tire (as shown in FIGS.
9-10). The horizontal video panel mount, shown at 768, can
fold out of the way in the event large cargo must be carried.
When in position, however, the display shown with mount
768 directs its video image upward into a partially silvered
mirror, actually a flat glazed panel 769, where it is reflected
rearward for viewing through the SUVs rear window. Since
panel 769 is partially silvered on its lower (front) surface, it
reflects a clean image and the driver’s rear vision is unob-
structed. The picture image output at the flat screen is, of
course, reversed electronically for this application. For cargo
access or maintenance, the mirror panel 769 swings away
against the overhead as shown in position 771.

Today’s off-the-shelf displays can perform the display
functions nearly as well as the more advanced displays dis-
cussed herein and perform on a near-cost effective basis
within the proposed business models. It is a simple matter to
modify the aft hatch of a common SUV to incorporate a
conventional flat screen television or monitor into its non-
glazed sheet metal portion. It is also quite reasonable to
position a flat screen monitor horizontally (on its back facing
up), then place a partially silvered mirror at roughly a 45
degree angle above this display so that the image can be
viewed through the rear window of the SUV without com-
promising the driver’s rear view through this same rear win-
dow as also shown above and in FIGS. 12-13 and 15-16. Such
a mounting retains the display within the vehicle, protected
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from weather and vandalism, and does not require modifica-
tion of the external sheet metal surfaces. The mirror and
sightline bending solution represents a novel installation of a
large scale flat-panel display in a contemporary vehicle.

FIGS. 11-13 illustrate a general embodiment of the present
invention in a passenger sedan or taxi 653. The most common
installation for sedans or taxis will most likely be the vertical
trunk mount 767. However, until vehicle licensing, plate
lighting and registration issues are addressed, the rear license
plates will need to be relocated to provide a full width display
as shown at 773 in FIG. 11. Again, this unit comprises a
structural pan and a video panel assembly 775 along with a
protective weatherseal glazing 766. These installations would
be made, fully tested and color-matched to vehicles to special
purchase order. Installations would then be performed in only
minutes by removing the original trunk (which would later be
converted to a video display) and by installing the electronics
package 690, along with wiring, into the vehicle’s power and
control systems. It is anticipated that the display system
(which is normally on when the vehicle is operating) could be
separately controlled by the driver and that such control
would be exercised via a handheld remote which interacts
directly with electronics package 690. This package, as will
be later seen, contains the upload/download antennas, the
central processor, and the hard drive for content and delivery
instruction storage, along with supporting systems, sensors
and drivers to control the video display. In FIGS. 12-13, a
horizontal interior mounting 768 (like the SUV) is shown
beneath the rear window on what is termed the package shelf.
Again, a partially silvered or one-way mirror 769 allows the
reversed video image to be properly viewed from the vehi-
cle’s exterior without obstruction to the driver’s sightlines
through the sedan’s rear window.

FIGS. 14-16 illustrate a general embodiment of the present
invention in a station wagon 656. Again, the vertical mount
full assembly 775 is shown before installation in the lower
sheet metal of the station wagon’s rear hatch, with its protec-
tive glazing cover at 766. As a secure alternative without the
necessity of modifying any exterior body panels whatsoever,
aflat panel display can be easily mounted on the interior of the
station wagon with minimal infringement on the vehicle’s
cargo capacity below the window line with a horizontal
mount 768, in the same configuration as in the SUV. The
partially silvered mirror is shown again at 769 (in both side
and end views), and will swing away in the event more inte-
rior space is required. Again, interior installations are not the
optimum solutions as with fully integrated new vehicle pro-
duction, but they are viable for the operation of a robust
conversion market which will allow the users of new or used
production vehicles to realize significant revenue streams
from their own motor vehicles and the present invention early
on. As before, the electronics package 690 to drive either of
the display installations is also shown.

In terms of market size for the aftermarket conversion
segment of the present invention, the applicant envisions an
orderly phase-in based on the upfitting of video-equipped
interchangeable body panels for the most popular makes and
models of current production vehicles. Later, these panels
(such as rear hatches and doors, trunk lids and pickup truck
tailgates) will likely be offered as options through new car
dealerships and sold in the same way as any other high-end
automotive accessory. Eventually, when it becomes apparent
that the present invention can generate significant revenue for
all vehicle owners—indeed, incomes which can virtually pay
for the purchase of the vehicle—the present invention will
find its way into full original equipment manufacturing for
motor vehicles and will be mass-marketed accordingly.
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The present invention would be covered under traditional
automotive and property insurance just as any other automo-
tive component. As a removable panel, the present invention
is easily replaced in the event of impact damage, theft, or
other types of loss. Theft, at least for the purposes of gener-
ating revenue for the display of content, is not likely to yield
success for the thief due to the integral safeguards of the
network, discussed elsewhere. In terms of cost, such a product
might today add, conservatively, $2,000 to the base price ofa
vehicle when fully installed. Normally, in the world of auto-
mobiles, this would be totally unacceptable but this happens
to be a revenue-producing component. Using the simple
income streams previously established and proven for the
display of non-video vehicle advertising—and even without
the commanding visual performance or the extraordinary
flexibility of demographic and proximity hyper-relevant tar-
geting—the present invention could completely pay for itself
in less than 10 months and then produce positive cash flow for
its owner. Meanwhile, the costs for converting to a vehicle
containing a system according to the present invention would
be virtually unnoticed in the financed monthly purchase or
lease payments.

The applicant is unaware of the existence of any commer-
cially-viable, low cost panel conversion alternative capable of
generating revenue for the mass-market and general driving
population through the display of hyper-relevant video adver-
tising on moving objects, let alone the transmission of audio
sounds to viewing vehicles, the subsequent control of such
content by said viewing vehicles and the electronic distribu-
tion, measurement, engagement tracking and the later down-
loading of mass-market, ad hoc collected information
together with owner/operator compensation.

FIG. 17 is a block diagram depicting electronic vehicle
packages for the present invention. With respect to land-based
vehicles, New Vehicle Production is represented at 650, and
Pre Existing Vehicles are represented at 655. Inside each New
Production Vehicle is an electronics package 660, which has
been incorporated into the vehicle’s complement of electron-
ics. Also standard is an external video display 760, shown in
the embodiment as a rear-facing configuration, intended for
viewing by a following vehicle, although side panel or frontal
viewing is anticipated. Video imagery 764 is viewable by the
occupants of a following (viewing) moving object.

The Pre Existing Vehicle 655 also has an on-board elec-
tronics package 680; however, it does not have an integrated
video display. It is possible, as previously discussed, for such
owners to purchase modular or add-on video displays so that
they can benefit from the advertising display revenue oppor-
tunities. Such displays, however, are not likely to have the
high degree of integration of a full Production Vehicle.

Looking first at the New Vehicle Production package, note
the forward-looking signal 740 transmitted from each vehicle
depicted. Signal 740 is directed generally forward from code
transmitter 742, and typically contains content requests (as
previously discussed) comprising encoded specifications
about the specific VIN including its brand, make, model, and
year, and therefore its physical dimensions, perhaps its color,
method of purchase (buy vs. lease), whether or not it is a rental
car, its home state of registration, perhaps even data relating
to its mileage or condition. Many options are possible and this
data can be interpreted into a wealth of valuable cues for
marketers. Signal 740 also sends encoded “content requests”
based on user codes and profiles for drivers and passengers
who have completed them and who have engaged their user
names at user selector 780 which enables such “requests” to
be included in the VIN’s mobile broadcast. A Pre Existing
Vehicle 655 is capable of broadcasting a similar signal, shown
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at 750. However, as an option, transmitter 742 can be config-
ured to transmit digital packets comprising 6, 10, 15, 20, or 30
second commercial video spots over short distances for
immediate queuing and display on a viewed vehicle. Under
most circumstances, transmitter 742 only needs to transmit
DMV and user code content requests for the purpose of
selecting and queuing content from the on board library of a
viewed (display) vehicle. However, in unusual or special
cases where specific content may not available in a viewed
vehicle’s database, content can drawn from the viewing
vehicle and be transmitted wirelessly for display if both
vehicles are so equipped.

Numerous means exist to transmit and receive such wire-
less signals (RF, optical, acoustical), any of which may vary
in wavelength, strength, range, spread, duration, modulation,
or encoding, and while such variations may be dictated by
venue, by the type of moving objects, by the numbers or
speeds of moving objects, by weather conditions, by cost, by
manufacturer, by federal or local regulations, or by the over-
ride or integration requirements with other systems and fac-
tors, it is anticipated that such signals will not interfere with
other transmissions and comprise a roughly a horizontal
spread pattern and range generally consistent with that of
standard vehicle headlamp spreads used in night driving. In
other words, the strongest signal will be transmitted straight
ahead, in the direction a moving object is traveling, while the
strength of that signal will fall off gradually to either side. In
this way, VIN and user codes can be simultaneously received
from following vehicles in differing strengths from side to
side, but receiver 744 will always favor the strongest signal,
which is typically from the moving object which is immedi-
ately rearward in the same path or traffic lane. It is further
anticipated that to accommodate curved road conditions, RF
transmission is spread laterally by either electronic or
mechanical means (for example, by linking a highly direc-
tional antenna to the vehicle’s steering as is done increasingly
with turning headlamps, except electronically rather than
mechanically) so that content requests are not merely directed
forward, but also in the direction of the anticipated path,
curve, or lane change.

Looking first at New Vehicle Installations 600, we see
incoming content requests represented by signals 740 (750
for Pre Existing Vehicles), received at receiver 744, where
they are passed on to decoder 746. Once decoded, this infor-
mation is sent to central processor 722, where it is polled and
matched with previously established marketing criteria
which in turn permits the selection and queuing of hyper-
relevant ads, public service, or personal content from hard
drive 716. If signal 744 contains digital information for the
reproduction of video, it will be decoded as such at 746,
processed at 722, and sent to the display drivers 762, for
presentation based on previously established delivery proto-
cols.

Before content is released from on-board hard drive 716,
two important things must occur. First, the amount of time
available for a display of content must be determined; how-
ever, this is optional. Second, that content must be reviewed at
722 for any overriding priorities, such as Public Service
Alerts, Proximity Priorities, Personal Priorities, or Law
Enforcement Priorities, any of which may preempt normal
commercial messages. The task of determining the available
time for content deliveries is done via the Intersection Clock
1800. Since traffic stop lights represent ideal times for content
deliveries, it is important to know the timing of the traffic
lights at a particular location, that is, i.e. when the light will
change from red to green, and at what point in the traffic light
sequence a vehicle equipped with the present invention has
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arrived. The Intersection Clock 1800 is an electronics com-
ponent that uses a vehicle’s on board GPS system (or its own
internal GPS type of system) to identify a specific location or
intersection on a city street or roadway where infrastructures
(such as traffic signals or freeway onramp monitors) are used
to regulate traffic. Once it has identified a given location using
the GPS, the Intersection Clock 1800 checks its own database
to see if there is any stored information that will provide the
signal timing sequence for this particular intersection. Next, it
searches for incoming radio signals from other vehicles
equipped with the present invention already in that intersec-
tion in an effort to obtain or confirm the traffic signal sequence
and to synchronize its clock with any other vehicles already
there. If none exist, the Intersection Clock 1800 will then
open a location file and create a traffic signal signature for that
venue and will store that data in its on board database. It will
do this using optical sensor 1820 which reads sequential
amber, red, and green light changes and records the timing
between these changes for all traffic flow directions. Once
these timings are known, processor 722 can select and queue
content corresponding to the remaining times available. The
Intersection Clock 1800 is explained in FIG. 35, and content
priorities are explained in FIG. 31.

While being constantly monitored for any incoming prior-
ity overrides at central processor 722, queued content is
checked against the on-board speed/motion sensor 774 and
the on-board proximity sensor 770, which establishes a
vehicle range signal 772, necessary to calculate the proximity
and the relative positions and closing speeds between a
viewed and a viewing vehicle. When previously established
delivery criteria are met (content, time, place, speed, position,
priorities, and previous deliveries), the selected content is
released to display drivers 762 and to audio transmitter 725.
The display drivers send video content to display 760, which
enables the video imagery indicated at 764. If audio has been
requested from the viewing VIN; it is synchronized to the
video imagery and transmitted wirelessly from transmitter
725 directly to the requesting VIN’s FM radio via vehicle
interface 730. Alternatively, codes representing the requested
audio content are sent wirelessly to the viewing vehicle via
antenna 712 and transceiver 714 to hard drive 716, where they
are used to queue the audio content corresponding to the
video, and where it is then converted at processor 722 and
delivered to vehicle interface 730 for reproduction over the
requesting VIN’s on-board sound system.

Two antennas are indicated with respect to the instant
invention, one at 712, another at 715. Incoming antenna 712
receives transmission signals for the downloading of content
and data via transceiver 714 for Encoded Owner/Operator
Profiles 116; General Content Distribution 150; Public Ser-
vice Content (road/weather hazard alerts, upgrades, etc.) 152;
hyper-relevant ad Content 153; Driving Population Personal
and Fleet/Government Public Service Content 154; and spe-
cial programming instructions for ad hoc communications
between vehicles 156. Antenna 715 enables the uploading of
data and information gathered in the field which has been
saved and stored on hard drive 716. Such information
includes, but is not limited to: all Logged Content Exposure
160; Logged Public Service Exposure 162; Logged Advertis-
ing Requests from specific VINs 163; and Logged Advertis-
ing Exposure 164. Antenna 715 also enables the uploading of
ad hoc research collected and stored on moving objects’ hard
drives (or on board memories) while in the field. Antennas
712, 715 can be combined into a single unit, depending on
system design and the methods of distribution, and can be
placed in a variety of locations on moving objects.
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All content, along with distribution instructions (to whom
and under what circumstances it is to be delivered), is
uploaded from the Distribution unit 800, to hard drive 716 via
transceiver 714. Such content has been previously and pre-
cisely encoded to conform to established advertising, public
service, or personal content encoding guidelines and delivery
instructions. Likewise, VIN information and the personal
profiles associated with it are similarly encoded and uploaded
at transceiver 714 to hard drive 716.

When content delivery is requested within a specific area
(e.g., by a sponsor of a convention or exhibitor at a convention
at the downtown convention center), these coordinates are
wirelessly loaded via the Internet, along with the content, into
the hard drive of all VINs operating within that physical area,
for example, citywide. When central processor 722 receives
information from a VIN’s on board GPS system indicating
that a vehicle is entering a designated area for content display,
it automatically processes such requests and queues that con-
tent for display. Normally, advertising content is overridden
by any emergency or a vital public service alert, should these
occur in a common venue at the same time.

The on board vehicle power supply is indicated at 726. This
would have a battery back up system to assure that license and
registration displays are always operational and that the
vehicle systems remain useable in the event of public service
communications emergencies.

A vehicle interface is indicated at 730. This is a systems
integration component which assures the proper interaction
of'the present invention with other components from standard
mass production. Typical examples would be an interface
which assures that incoming audio linked to a video to be
displayed on a viewed vehicle is properly routed to the audio
system of a viewing vehicle, that content displayed on a
specific VIN’s external display can also be monitored on that
vehicle’s internal display(s), or that a GPS navigational sys-
tem, if separate, for example, is properly linked to the present
invention’s central processor 722 and to the Intersection
Clock 1800.

At 780, the User Selector permits a Registered Owner and,
if desired, any member of a family or business, to activate his
personal preferences with regard to that VIN’s outgoing con-
tent requests. Again, the individual user names, passwords,
preferences, and their individual priorities are maintained
online and are authorized for use only on a specific VIN and
then only by its System Administrator (usually the Registered
Owner). The human interface will likely be a small touch
screen which presents the user names that are currently active
for the VIN (in other words, a text or icon listing of the
individuals whose profiles are currently active and influenc-
ing the display of advertising and communications on other
moving or stationary objects in the vicinity). Such a display
might optionally indicate the relative percentages to which
each user influences outgoing content requests and possibly
which user’s content requests are currently being displayed.

Linked to User Selector 780 is the Impulse Request unit
782. This component stores authorized user names along with
securely encoded contact and credit information to facilitate
on-the-fly communications and purchases by the vehicle’s
registered occupants while in the field. If a teen sees a com-
mercial for a new skateboard, for example, he only needs to
touch the screen next to his name to have information on that
product sent to his email address, said address having been
previously stored. He can just as easily have it sent from his
mom’s car to his pals. If mom spots an ad for a new book, or
even a new blouse, she can buy those items at the touch of a
button because her credit information—and even her clothing
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size—would have been previously encoded and stored. When
she gets home, confirmation of her purchase will be on her
computer.

At 794 is the Instant Messenger. How many times have you
wanted to send back a message to someone who is following
too closely? Or create a special sign for school, a ball game,
a sale, event, or a play? How about instant, easy to remove
bumper stickers? The Instant Messenger allows operators to
pre-store text messages and special designs which can be
called up and presented at the push of a button or verbal
command. It also allows instant signs to be typed in using an
optional keyboard or through the vehicle interface 730, to
receive input from cell phones or PDAs; however, software in
central processor 722 continues to monitor all entries and
precludes any offensive or objectionable words or content
based on established system standards and practices.

The VIN/Plate Report 795 allows users to temporarily
reveal another vehicle’s license plate or identification and to
cause it to remain displayed until a requesting VIN moves out
of range or disengages its request. This report function can
additionally record that license plate and VIN number for
later access by the Registered Owner meaning that no one any
longer has to search for a pen and paper to write down another
driver’s license number. If there is an accident involving
multiple vehicles equipped with the present invention (such
as a hit and run or a parking lot impact while you are away),
such impacts are read by the proximity sensor 770, which
then polls and collects information on all of the VINs in the
immediate vicinity along with a time stamp, a GPS location
and the speed of the host vehicle at the time. That data is then
recorded into the hard drive for later downloading and poten-
tial use by law enforcement or insurance.

A Law Enforcement chip 748 can be programmed to
enable a variety of features. First, this chip allows external
law enforcement units (such as a pursuing Highway Patrol car
or a helicopter overhead) to override the active external dis-
plays of a vehicle equipped with the present invention. Such
overrides might cause a vehicle to reveal itself as stolen, for
example, assuming such a report has been filed by its Regis-
tered Owner. In another example, surfaces on the subject
vehicle might be caused to pulse or illuminate animated warn-
ings in the event of such a pursuit, or perhaps to act as a
primary source of illumination in the event of an open road
accident or a disaster. The Law Enforcement chip can also
sense tampering or hacking within the system and to option-
ally place a prominent advisory on the vehicle’s external
display, or to even lock certain systems including, but not
limited to, suspending compensation to users who are in
violation of the law. Technologies unrelated to the present
invention are being explored to monitor and confirm erratic
driving behaviors which could indicate drivers who may be
under the influence of alcohol or drugs. By linking such
alternative technologies via the vehicle interface 730, and by
further confirming such behaviors via proximity sensor 770
and speed/motion sensor 774, the Law Enforcement chip
could permit an override of operational displays to replace
them with an “erratic vehicle warning” designed to warn
other vehicles or alert law enforcement in the area.

Thus far, we’ve learned that people don’t really object to
viewing ads about subject matter they are interested in. We’ve
learned that kids embrace advertising when it deals with
things that are part of their lifestyles and are curious about.
We’ve seen that it is possible for consumers to create profiles
that tell advertisers “who they are” and “what they want” so
that marketers are able to select, design, and deliver hyper-
relevant content to those individuals on a time-and location-
specific basis. We’ve learned that content can be distributed to
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moving objects where it can be stored for future use or pre-
sented in real time on external video displays and through the
audio systems of other moving objects. And we’ve learned
that consumers can be compensated for using the exteriors of
their own moving objects as commercial video platforms. So,
with all this, it’s certainly possible to apply the same tech-
nologies to present hyper-targeted content on internal video
displays 765 inside moving objects as well.

Imagine a high-end executive taxi or a commercial SUV
that is able to present hyper-relevant video displays both
inside and outside the same vehicle and can accommodate
content requests simultaneously by separate parties, one
party outside in the traffic environment, the other inside riding
as a passenger. Outside the Executive SUV, surrounding
vehicles would interact as previously explained, requesting
content electronically which is presented on the external sur-
faces of the vehicle. Such displays would most likely be
placed on the rear facing Executive SUV surfaces so they can
be easily viewed by vehicles following. They could also be
placed on the sides of the Executive SUV so they can be easily
seen by pedestrians on sidewalks or by the occupants of other
vehicles moving in parallel traffic lanes. But the inside of the
vehicle would be configured differently. The interior would
be more of a surround sound mobile theater tailored to com-
bine a live travel experience through the presentation of
highly-targeted information or advertising. Basic targeting
would be done on a time and venue-specific basis; in other
words, when passing retail stores, scenic attractions, and
similar points of interest, any of these might be further
described in informative detail or in graphic terms to enhance
one’s travel experience. Imagine displays embedded in glass
that could superimpose graphics and information on the
insides of windows so that such images would relate to, and in
fact almost be superimposed over, passing real-world envi-
ronments, events, and surroundings. Alternatively, envision a
center-mounted touch screen console that carries a real-time
camera-produced view of the passing cityscape, where all an
occupant has to do is touch the screen with a finger to obtain
real time information on those surroundings: the interiors of
restaurants with menus, the inventory of special boutiques, or,
perhaps, previews for new Broadway shows. Now envision a
tiny wireless device that a person might carry in a pocket or
purse which, like the hard drive in a moving object, is able
hold all of your personal user codes and profiles and can
transmit those codes via antenna 712, transceiver 714, and
processor 722 to content hard drive 716 in your Executive
SUYV, so that hyper-relevant content that relates specifically to
you and your interests can be queued and presented on the
vehicle’s interior displays.

Such a personal mobile device has been disclosed in the
applicant’s nonprovisional patent application Ser. No.
11/552,932, filed Oct. 25, 2006, entitled: “METHOD AND
APPARATUS FOR OBTAINING REVENUE FROM THE
DISTRIBUTION OF HYPER-RELEVANT ADVERTIS-
ING THROUGH PERMISSIVE MIND READING, PROX-
IMITY ENCOUNTERS AND DATABASE AGGREGA-
TION”, incorporated herein by reference in its entirety, and is
referred to herein as MMx. MMx is able to receive, store, poll,
extract, and transmit data and information in a similar manner
to the moving object electronics packages depicted in FIG. 17
at 660 and 680. When an MMx device is programmed with
information about a person’s interests and objectives, it can
then communicate this information to other MMXx devices, or
to any vehicle or stationary object that is equipped with the
present invention. In other words, by carrying an MMx
mobile device, pedestrians can interact with moving objects
in the much the same way as moving objects interact with
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each other. By electronically telling nearby moving objects
who they are and what they want, pedestrians can have the
same kinds of hyper-relevant ads and other types of informa-
tion presented to them on the exterior of nearby vehicles. If a
person with such a mobile device rides inside a Pre Existing
Vehicle that isn’t equipped with the present invention, that
mobile device can engage with other moving objects in its
path that are equipped with the invention and can then request
and control the display of hyper-relevant content on that
vehicle’s exterior displays. At the same time, an individual
carrying a properly programmed MMx device can ride inside
the kind of Executive SUV described above, and at that user’s
option, convert that vehicle’s normally targeted content into
hyper-relevant content deliveries. Thus, a simple cross-town
trip in a luxury SUV equipped with the present invention now
becomes a rich guided tour like none other, because it is
pointing out features and details of personal interest and
curiosity. Such experiences would resolve themselves
through the sound systems of the Executive SUV and a
complement of advanced interior video displays 765. Such
limited production fleet and special purpose vehicles are
anticipated as a normal part of test marketing and full pro-
duction ramp up for the present invention.

Early Production

Early deployments are likely to be prototypes of Produc-
tion Vehicles and specially designed fleet applications such as
taxis, passenger-carrying commercial vans, SUVs, and cross-
over vehicles. It is also anticipated that early introductions of
the present invention will be in the aftermarket conversion
segment in which current, new production vehicles are upfit-
ted with easily exchanged body panels (such as rear hatch/
doors on SUVs and tailgates on trucks) which replace the
original components with those having built-in video dis-
plays. An electronics package containing a full hard drive and
all telematics systems would be placed in a convenient spot
elsewhere in the vehicle. This aftermarket package would, in
one embodiment, include a radio transmitter with a direc-
tional antenna to send short range FM signals to a following
(viewing) vehicle which would then be able to enjoy sounds
through its own internal sound system, synchronized to the
visual presentation on the aft display of the aftermarket con-
version vehicle.

Using today’s off-the-shelf technology, one can easily
assemble an operating version of the described invention in
the form of an aftermarket conversion. The simplest imple-
mentation is that of modifying any of the large numbers of
aft-facing body panel and glass elements which comprise
contemporary passenger sedans, pickup trucks, or SUVs.
Most of these have hinged rear hatches which, by virtue of
those attachments, are easily removed from the main body
structure. This means that a low cost-of-entry business oppor-
tunity exists for conversions. In practice, this would involve a
new vehicle owner who, after placing an order, would drive to
anassembly station where his original hatch, tailgate, or trunk
would be removed and be replaced by a modified or remanu-
factured product containing the display technology of the
present invention. The flat-screen video display and wiring
harness would be typically incorporated into the sheet metal
portion of the aft door assemblies. These components could
also be installed on the interiors of certain vehicles or on the
horizontal surfaces of interior package shelves or deck lids.
These are shown more specifically in FIGS. 6-16. Metallic
structures would be modified to accept the new video display,
displacing, if necessary, latch handles or rear window wipers.
A tinted, formed, and tempered glazing panel would be fitted
over the video display for both weather and vandalism pro-
tection and to provide a well-integrated appearance. The
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entire assembly would then be weather-sealed and tested. A
wiring harness would be attached via a connector to an elec-
tronics package installed, in most cases, beneath the rear seats
or cargo shelf of the vehicle. This package would contain,
among other things, a hard drive for the storage of advertising
and display content, a central processor to control content
distribution, a speed and vehicle motion sensor to govern
content displays, an aft-looking proximity sensor to deter-
mine the presence of a following vehicle and to track its range
and closing speeds, a wireless receiver to receive content with
distribution instructions, a wireless transmitter to later upload
in-field content delivery histories to the network and, option-
ally, an optical drive for the manual loading of content and
control software. There would also be a hardware interface
linking the electronics package to an on-board GPS naviga-
tional system for the distribution of location-sensitive con-
tent. The package would include an audio transmitter to send
a corresponding audio channel to a viewing vehicle, either to
its standard FM radio or via a special radio for receiving short
range, encoded directional audio content signals. All of this
would be controlled by the central processor and powered by
the vehicle’s on board power supply. When completed, the
finished product need not appear substantially different from
its original design except that it would contain a unique rev-
enue-generating video display inside its newly attached rear
hatch, tailgate, trunk, or door.

As an added feature, the electronics package might include
an instant messenger provision that would allow a vehicle
owner to place personal messages on the display at certain
times. It is anticipated that such messaging would be submit-
ted online and would therefore be screened for standards and
practices and for any unwelcome content.

The greatest benefit in such an early deployment of the
present invention is that it can quickly generate revenue for
the owners of aftermarket conversions. Such revenue will
quickly pay for the conversion itself, then go on to make the
purchase and operation of the vehicle practically cost free, a
significant accomplishment at a time drivers and owners are
strained by increasing fuel costs and mounting traffic. Indeed,
the presence of worsening bumper-to-bumper traffic sets the
stage for the present invention in that registered owners can
now be compensated for their wasted time and fuel expendi-
tures in traffic each year simply by becoming part of a com-
mercial television advertising platform, one capable of totally
offsetting their costs for fuel, leases, or purchases.

Vehicle owners will be paid based upon the number of
impressions they deliver relative to the value of the demo-
graphic and the market served. As full scale production
emerges, increasing numbers of vehicles equipped with the
present invention will be able to interact. However, until there
are large numbers of interacting vehicles, the advertising
displayed on them will remain relatively generic, more often
targeted to specific locations, demographic groups, or times
of day, rather than to the specific interests of participating
individuals. With increasing new vehicle installations 660,
and more Pre Existing (aftermarket) installations 680, fully
targeted and hyper-relevant advertising will emerge. Until
that happens, the Applicant anticipates that the use of MMx-
type devices will help enable the transition to full hyper-
relevant public advertising and personal messaging. And, as
previously mentioned, it is possible that business models will
emerge to allow the Registered Owners of Pre Existing
Vehicles 655 to be compensated for requesting and viewing
hyper-relevant advertising. It is also conceivable, therefore,
that the users of MMx-type devices could be compensated by
advertisers for viewing targeted and hyper-relevant content.
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Continuing with FIG. 17, Aftermarket Installations 680 are
similar to New Vehicle Production installations 660, but do
not include a video display, display drivers, audio transmit-
ters, GPS, or as large a processor, hard drive, or memory.
Personal (user code and profile) content is received for stor-
age in a similar manner to full production units via antenna
712, and includes the downloading of General Personal Pref-
erences for non-display vehicles 118; the downloading of
Content Preferences 155; the downloading of Public Service
Content (road/weather hazard alerts, etc.) 152; Ad Content
downloads 153; and any special software or instructions 156
relating to the ad hoc collection of data (normally vehicle-to-
vehicle) for widespread monitoring and measurements. All
downloaded content is stored on hard drive 719 and is pro-
cessed at 718, where it is converted into encoded electrical
signals for forward-looking transmission via code transmitter
752. Signal 750 is received by other vehicles equipped with
the present invention via their receivers 744.

Vehicle Power Supply 726; Vehicle Interface 730; User
Selector 790; Impulse Request unit 782; Instant Messenger
794; and VIN/Plate Report 795 serve the same functions in
Aftermarket units as in New Production Units. If equipped
with an interior on board display 765, such aftermarket instal-
lations could optionally present hyper-relevant advertising to
their occupants, subject to safety standards for interior video
displays.

After field use, processor 718 uploads to the network all
in-field content requests that have been stored on hard drives
719 viaupload/download transceiver 714 and antenna 715. In
so doing, the following types of information are sent to the
Compensation unit 900: Logged In-Field Content Requests
from non-display vehicles 165; Logged Advertising Requests
by VIN, by venue and time 163; Logged Personal Use Autho-
rizations (including any view blocking or personal ads) 167,
and Logged Personal Use Exposures or impressions 168 by
VIN, venue, and times.

FIGS. 18A-18B show a block diagram depicting a Distri-
bution model 800 for the present invention. This business unit
(shown here separated from the compensation unit for clarity)
is defined in terms of the elements essential for receiving,
processing, and delivering a variety of content types to vari-
ous moving or fixed objects in the field. Secondarily, FIGS.
18A-18B suggest potential funding relationships with the key
parties to such a venture. At 110, potential incoming funding
is indicated from various interested Government Agencies to
Developers, Suppliers and Manufacturers of moving objects.
At 115, the same is shown from the Advertising community,
which could include large media companies or the advertisers
themselves. By and large, however, it may be the makers and
sellers of moving objects themselves that would support
investment in such a Distribution entity, and that is shown as
potential investment 128 and ongoing system upgrades 125 as
part of production.

Across the top of FIG. 18A are represented the primary
external user groups, comprising Government Agencies 200,
Advertisers 300, the general Driving Population 400, and
Fleet and Government Users 500. Each of these participating
groups, which could be comprised of many sub-groups con-
tributing to content production, submits such content in the
same way they would if they were placing content with plat-
forms such as network television. Participating Government
Agencies thus submit public service content, such as state and
local signage, hazard advisories, federal emergency content
orlocal highway communications as well as vehicle licensing
and registration matters at 250. Commercial advertising con-
tent submittals of all types are shown at 350. The input of
Operator Profiles and Personal Content for the Driving Popu-
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lation is shown at 114, while the submission of Profiles and
Content for Commercial Fleet and Government Users is
shown at 116. Note that Government use has been depicted at
both 250 and 116. Although Government use will resolve
itself in many ways and applications, the depictions here
assume that the uses anticipated at 250 relate more to regu-
latory issues and oversight in such areas public transportation
and safety or highway development, whereas government use
at 116 is presumed to be more vehicular in nature, such as law
enforcement, border patrol, GSA, US Postal, and similar
applications.

The first step in processing incoming content for Distribu-
tion is monitoring it for conformance to established content
guidelines, standards and practices. This stage addresses both
the message and the messenger in the sense that the content
must meet approved content guidelines and the technical
specifications required by the delivery platform, similar to the
kinds of content and technical requirements that have to be
met in configuring media for network television or outdoor
billboards. These steps are shown at 802 for Government
Agencies and at 804 for commercial Advertisers. Processing
for the Driving Population is shown at 806 and for Fleet/
Government Users at 808. Each of these steps involves the
computer screening and approval of user profiles, the
approval of user contracts and the monitoring of subsequently
submitted personal and business content. Methods and pro-
cedures for such monitoring and approvals are well known in
the industry and ample precedents exist in parallel forms of
media buys and content delivery. However, it is anticipated
that increasingly sophisticated forms of image recognition
and content rating methodologies will evolve, as will an
increased use of the Internet for all delivery and accounting
functions, which reduces the need for and costs of human
intervention.

In contrast to major Government and Advertiser users, the
Driving Population and Fleet/Business users will engage in
the creation of exacting user profiles in order to define their
terms of service, the delivery of their content and their use of
the platform. Online profiles are completed by all consumers
and businesses reflecting the essential “who [ am™ and “what
I want” (WIA/WIW) qualities defined in the previously dis-
closed MMx patent application. They next enter into service
agreements which define the responsibilities and limitations
of'each party, establish fees and costs and the range of poten-
tial earnings for each user type and variation. These steps are
indicated at 806 for the Driving Population and at 808 for
Fleet users. These are then brought together at 840 where
Owner/Operator Profiles (which define user interests, wants,
needs, and experiences together with their demographic and
psychographic data, provided in non-identifiable formats
which include no personal information) are approved and
encoded to allow marketers to correlate specific types of
hyper-relevant advertising content with specific combina-
tions of user codes.

The next step, at 842, is the Review and Approval of
Owner/Operator developed content. After content is
approved, it is passed through the system for delivery encod-
ing (described below). Once contract accounts are estab-
lished, they are routinely processed at 854, Automatic Con-
tent Monitoring, where they are automatically monitored for
consumer-requested changes, compliance, and consistency,
all by computers programmed to also isolate and provide
alerts for content nonconformance or contract violations.
This business unit 800 will ultimately be linked to the Com-
pensation Unit 900 and to any Customer Service components
for the enterprise.
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The first stage encoding of content following approvals is
to determine the time of delivery; this step is shown at 820 for
Public Service and commercial Ad content and at 844 for the
Driving Population and Fleet/Government use. Time encod-
ing determines a specific time of day that content is to be
released to any requesting or non-requesting moving or fixed
objects. In nearly all cases, emergency or hazardous road
condition alerts, detours, blockages, flooding, and the like
will be granted a time release which corresponds to the time
of the event or emergency. Emergencies, as we will soon
learn, are generally always given a higher delivery priority
over other types of content. For example, if there is a traffic
accident at a certain intersection and a detour is necessary, the
time requirement would extend from the time the accident is
first reported to the traffic response section of the network
until the accident has been cleared from the area. If conges-
tion is caused instead by road work that occurs, from 7:30 AM
to 3:15 PM on a daily basis, then that is the time encoding that
specific alert will carry. Both of those examples have a deliv-
ery priority over commercial advertising in that immediate
area and the graphic nature of the content itself would be
pre-generated and stored on all moving object hard drives
likely to be in areas that would need it.

The next step in encoding is for location, or venue, as
shown at 822 and 846. Venue encoding is, of course, critical
for any type of proximity advertising or location-based com-
munications. These can be in the form of relatively tight
coordinates, such as an intersection or a specific address,
because it will most likely be GPS based, at least initially. It
might also be specified as a broader area, for example, as
several city blocks surrounding a specific location such as a
stadium, mall, airport, or theme park.

The third method of encoding is priority encoding which is
shown at 824 and 848. Again, emergencies are given top
priorities over all other types of content delivery including
paid priorities. An important type of priority is based of the
payment of priority fees, essentially for a preferred delivery
priority over other content in high value locations, or times of
day, if not both.

The final encoding step is that of determining delivery fees
based on the market value of specific times, places, and pri-
orities that have been requested and scheduled. This step is
shown at 828 and is not unlike establishing values that are
attached to prime time television versus programming that
airs during the middle of the day or middle of the night and
varies due to the demographics and viewership at those times.
There is no hard value for delivering a marketing message. It
is worth something different to everyone. Therefore, any dol-
lar figure is possible and that value is frequently established in
a bid market.

The methods of delivering commercial advertising or pub-
lic service content to the platform are more consistent and
regulated than content such as consumer-generated personal
content or small business content. A key step in determining
the costs to consumer and fleet users, therefore, is in deter-
mining the actual methods of delivery to the active requested
platforms, as is shown at 850. Such distributions would
involve the Internet together with cable, satellite, or wireless
and may vary widely with locations and available infrastruc-
tures. Once determined, however, content from all four basic
user groups is uploaded at regular intervals at 830 and 852 to
the various distribution infrastructures, represented at 832.

One vital function for the present invention, once it reaches
a reasonable level of deployment, is the noninvasive, mass
collection of content requests and deliveries by and from all
moving objects in the field at all times of the day and night for
any and all purposes. What this information represents, essen-



US 9,183,572 B2

61

tially, is any request for content by a moving object (with each
moving object able to describe the precise nature, interests,
experience and histories of its occupants based on WIA/WIW
profiling) by location, by time of day, and by priority. This
information is tracked through any other moving or fixed
object which can store such a request for later uploading to the
network and ultimately to the venture entity. However, all
such information is collected in a non-identifiable, privacy-
compliant format and, therefore, cannot by itself reveal any
confidential or personal information on users of the platform.
The actual tracking of physical movements could only be
reconstructed by using computers to link all of the requests
from a single moving object to all of the other objects or fixed
locations it has communicated with, and thereby to create a
venue based “contact map” comprised of time and place,
optionally with any requests or response to such requests.
This is information that is massively collected and valuable to
many kinds of marketers and planners. However, such track-
ing would only be reconstructed on a specifically identifiable
party and revealed by the venture entity under a lawful sub-
poena. The instructions for the general collection of mass data
and its insertion for downloading by the platform are shown at
890.

At 880, all documented in-field requests, all logged content
distributions (or attempted distributions) together with any
in-field responses to content deliveries (such as driving to a
specific retailer immediately after being alerted to a “discount
sale” at that location) for a requesting (viewing) moving
object, are cross-checked by computer with the correspond-
ing delivering (viewed) moving object. Such data could fur-
ther correlate the demographics and interests of drivers and
participating passengers traveling on various roadways at
various times of the day including the types of vehicles, travel
ranges, points of origin and destination, route variations or
detours, even in some cases documenting the reasons for such
changes; in short, a rich new body of data relating to the daily
movements of drivers throughout our rural and urban trans-
portation systems and community infrastructures worldwide.
This data is then confirmed with the Distribution entity 800 to
be certain such data has in fact been distributed into the
network and was active during those claimed viewing peri-
ods. These are important steps incorporated to prevent the
generation of false delivery claims for compensation, the
equivalent of “click fraud” found increasingly in the online
advertising business. This two-way data transfer is indicated
at170, as is the forwarding of confirmed delivery information
to the Compensation Unit 900.

The aggregate distribution of content is shown at 150 in
FIG. 18B. Once content has been uploaded at 830 and 852 and
its means of distribution has been selected via 832, content is
distributed via the Internet (cable, DSL), satellite, or wireless
networks, or combinations thereof, using electronic distribu-
tion infrastructures as indicated at 150 for receipt and distri-
bution at a multiplicity of potential locations and environ-
ments. Included are: direct distribution to single family
residences 860 and/or network access points (NAPs) in
neighborhoods via the Internet, satellite or wireless networks
such as WiMax; the same for residences but to condomini-
ums, apartments, mall complexes or parking garages 862;
direct distribution using the same infrastructures to office
buildings, malls, retail stores and commercial, government or
public service signage installations 864; direct broadcast to
busses, trains, fleet commercial and/or public transit routes,
airports, train terminals, docks and major roadways 870;
direct broadcast to passenger vehicles on the highway via
satellite, Internet NAPs or wireless such as WiMax, etc. 868;
direct distribution to fleet vehicle parking or maintenance
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garages including emergency or temporary sites 866; directto
rural or remote locations such as outlaying towns or villages,
rural highways, harbors, mountain, desert, beach or offshore
locations 872; or other types of emerging and popular loca-
tions 874 where mobile proximity communications or com-
mercial communications is desired or necessary.

The diagram in FIG. 18B further includes an antenna 151,
which provides a wireless transmission point (a 2-way NAP
or satellite downlink) for transmitting content, user codes and
delivery instructions to other mobile or stationary antennas. A
receiving antenna 172 is also present, typically found on
moving objects or on stationary objects equipped with the
present invention. Such antennas 172 not only receive content
requests with user codes and delivery instructions, but also
return encoded confirmations regarding the delivery of con-
tent by time and place along with accurate tracking informa-
tion which bears on consumer engagement plus encoded data
from a multiplicity of moving objects participating in the
widespread collection of data on an ad hoc basis.

FIG. 19 is a block diagram depicting the Compensation
model of the present invention. As previously mentioned, the
compensation functions have been separated here for clarity
but would likely remain an integral part of the Distribution
unit 800 or of the primary venture entity. Although this unit
can include numerous variables, FIG. 19 suggests a basic and
essential flow of information and revenue with which to
enable compensation to be paid to platform users.

This flow begins with composite data downloads from all
platform vehicles. Such inflow is referenced at 905 and rep-
resents, in this example, data downloads from the hard drives
of New Production Vehicles 660 and from the hard drives of
Pre-Existing Vehicles 680. Such downloads would also
include composite data from the ad hoc collection of user
codes communicated between authorized or programmed
moving or fixed objects, indicated at 1140. As previously
mentioned, the widespread collection of such data has been
heretofore unavailable. Its uploading from moving objects to
the Distribution unit is shown in FIG. 9 at 1160, and its sale to
marketers and researchers is indicated at 1100.

While the inflow of raw in-field data may vary with vehicle
types and delivery missions, incoming information will fall
generally into two categories: Logged Content Requests from
all vehicles (including Personal Use Authorizations from
non-display vehicles) depicted here at 165, and all Logged
Content Exposure (including completed or partially com-
pleted content deliveries) depicted here at 160. Within each of
these categories, three content types are shown: For Logged
Content Requests 165, there are Logged Public Service
Requests from Specific VIN Numbers 161; Logged Advertis-
ing Requests from specific VIN numbers by venue and time
163; Logged Personal Use Authorizations from specific VIN
numbers (including any view blocking or personal ads) 167,
and for Logged Content Exposure 160, there are Logged
Public Service Exposure 162; L.ogged Advertising Exposure
164; and Logged Personal Use Exposure or impressions by
specific VIN, venue and times 168.

This information is next computer cross-checked laterally
between categories. In other words, between the specific
VINs involved, all documented Advertising Requests 163 are
compared with all documented Advertising Exposures 164,
thereby confirming both an in-field request and an exposure
(an actual delivery) between these specific VINs, also verifi-
able by time and place. This comparative process is com-
pleted by computer and only when they are conclusively
matched for each content type, are they encoded as being
confirmed. Thus, at 910, all Public Service Deliveries are
confirmed for a specific VIN; at 920, all Advertising Deliv-
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eries are confirmed for a specific VIN; and at 930, all Personal
Use Deliveries are confirmed for a specific VIN.

The next step in this fully automated process is to deter-
mine that this content was actually released for distribution by
the Distribution entity 800 at the times and with the proper
encoding for it to have been requested and delivered in the
field by the VINs in question based on their confirmed inter-
actions. This means that the confirmed content collected at
910, 920 and 930 is routed to a Fraud Detection & Compli-
ance Screening unit 940, where it is compared to the origi-
nally distributed data and content codes. This two-way cross-
checking of all data is indicated in FIG. 9 at 170. At the same
time, Confirmed Ad exposures vs. distributions are indicated
at 173; confirmed Personal and Fleet/Government exposures
vs. distributions are indicated at 174,175; and confirmed Pub-
lic Use exposures vs. distributions are indicated at 182. Why
is this cross-checking important?

Click Fraud

As previously mentioned, “click fraud” is a term given to a
method of generating clicks (or apparent requests) for ads on
the Internet in an effort falsely tally online “hits and thereby
show interest in those items—or responses to key word selec-
tions in search formats—in order to receive greater payments
for those ads by reflecting increased apparent value, where, in
fact, those ads have not actually been viewed at all. The
present invention could be vulnerable to such fraud unless
precautionary methods are implemented. Imagine, for
example, a couple of teens using their own vehicles, each of
which is equipped with the present invention. What would
prevent them from parking those vehicles in a driveway for an
extended period in which one vehicle was allowed to con-
stantly request content and another vehicle constantly display
the content in order to show confirmed viewings or “impres-
sions” and to then be paid for these viewings? There are a
number of ways to prevent such fraud—and still others will
emerge once such technologies are deployed—but as in most
businesses and systems, combating fraud and assuring secu-
rity must be a sustained activity. Meanwhile, there are a few
basic monitoring and preventative procedures offered by the
invention itself.

First, it is anticipated that such fraud or misuse of the
invention would, or could, be treated like many infractions of
the laws when operating moving objects. Such infractions
could be linked to a person’s driver’s license in such a way
that if you were convicted of such fraud, your right to generate
income using the system of the present invention could be
revoked, just as your driver’s license could be suspended. In
terms of generating proof of infractions, certain inherent sys-
tems exist in the invention which could be used to defeat such
misuse. For example historic patterns for the actual request-
ing and delivery of content will be established over time and
will be recognizable by monitoring computers set up to do
precisely that. The requesting and delivery of content is itself
a source of checks and balances. Each request is linked to a
specific VIN, thus a pattern of requests from each unique
vehicle is established over time as the vehicles operates (time,
place, routes, consistencies, etc.). The same is true for the
vehicles receiving such requests. Over time a “normal” pat-
tern of requests and responsive deliveries are stored on each
vehicle’s hard drive in the same way as cell phone calls to
certain parties are documented and stored for later use in
accounting and billing. Furthermore, each such request and
responsive delivery is linked not only to the respective VINs
involved, but to the registered owner of those VINs, and to
authorized use profiles connected to that registered owner
which are on file in that user’s account. Thus any sustained
misuse can be traced to a specific user as well as to any
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specific irregular pattern of misuse. Next the precise time and
place of each request and each delivery is documented via
GPS, along with exacting data as to the speed, the relative
speed, proximity, attitude and direction of travel for the all of
the vehicles involved. Also, of course, the consecutive num-
ber of similar requests and deliveries are carefully counted
along with the duration of each delivery (since completed
deliveries are important to the quality of service and to ulti-
mate billings and compensation). There are also common
methods of determining when drivers and passengers are
actually inside a vehicle and which seats they are occupying
as is used in seat belt and automotive safety systems. There
are further methods which enable actual vehicle tracking over
time. Thus, in the case of the teens, repetitive requests and
deliveries between the same vehicles, which are apparently
parked (regardless of their occupants), would place the event
out of the normal “pattern envelope” and content deliveries
could be subject to investigation and possible suspension.
When such vehicles are moving there will be attentive drivers
at the wheel and impressions made at progressive locations
would likely be valid. Motion, speed, and proximity sensors
within the system can further identify conditions during con-
tent deliveries. When time-linked to GPS information, spe-
cific time and place correlations can be made, and GPS tam-
pering could be easily traced and documented. Indeed,
tampering with linked GPS inputs with respect to a compen-
sation system would probably be a Federal violation based on
anticipated rulemaking for the present invention. It is con-
ceivable that a pair of vehicles could follow each other at slow
speeds and then stop, causing a number of content delivery
events to occur over a prolonged period, but in fact such
instances could also constitute legitimate content impressions
or deliveries since their occupants must be attentive and view-
ing uniquely queued hyper-relevant content tailored to those
drivers. GPS can also identify recognizable traffic patterns
and relate them to specific environments, such as differenti-
ating bumper-to-bumper traffic on a freeway or a surface
street from a pair of vehicles parked in a residential neigh-
borhood, or alone on a rural highway. Additionally, if
required, the Distribution system can compare and confirm
surrounding traffic patterns by electronically reading the
movement patterns of adjacent traffic equipped with the
present invention. Again, in terms of differentiating traffic
patterns that would be generated over periods of use, any
repetitive incidence of two or more vehicle VINs which con-
sistently request and display content to each other would
become suspect. It can also be assumed that any great lengths
to falsity content requests and deliveries between vehicles is
going to be far more trouble that it is worth, will compromise
the rights of the registered owner and (short of tampering or
hacking the electronics which are monitored and protected
under alternative criteria) is likely to result in the actual expo-
sure of content to the persons involved anyway. A further
barrier against fraudulent claims of content delivery is by
comparing all claimed matched requests and deliveries to the
original content uploaded to the network for distribution.
Such content always contains release codes which describe
the nature, time, and place that the content is to be uploaded
to vehicle hard drives and is therefore available in the network
for deliveries. These codes and/or their content may be
changed as many as several times per day, thus, if artificial
content or content codes are fraudulently generated they
could be identified, along with the vehicles transmitting them.

Upon final confirmation, distribution fees are calculated
for each content category, by specific VIN. These are shown
in FIG. 19 as Public Service fees 915; Advertising fees 925;
and Personal Use fees 935. The relative values for various
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fees are discussed in a later section; however, Public Service
fees 915 and Advertising fees 925 represent income for the
platform owner/user, while Personal Use fees 935 usually
represent a cost to the owner/user, because he is displaying his
own content on his own VIN or is paying to have his own
content displayed on other VINs in the platform network. In
other words, the Personal Use fees 935 will, in most cases, be
deducted from any revenue accumulated by that VIN for the
display of Advertising or Public Service content to others.

Once fees are calculated, a designated billing unit can
invoice and collect Usage Fees from all platform participants.
This would include contract fees and bid rates charged to
major brand advertisers or government users. Such fees can
be routed from a collecting unit, in this case the Distribution
unit 800, to the Compensation unit 900, for disbursement to
participants. Government Agencies are billed at this stage for
the delivery of any Public Service content by platform users
and this is shown at 990.

With fees properly calculated and invoiced, each content
segment can submit final totals and compensation can be sent
to the Driving Population, Fleet/Government users, and all
other participants who have allowed their personal property
to be used in this novel advertising and communications
platform. This step is shown at 950 for Public Service utili-
zation, at 960 for Advertising use, and at 970 for Personal use
or for any other User-generated content exposures. Again,
payments for the display of user-generated content typically
involves debiting one’s own account for one’s own use of his
moving object against revenues that VIN may have earned.
These direct payments to Registered Owners and Operators
1000, are indicated in FIG. 19 at path 178.

At 980 is a feature of the Compensation system which can
allow co-payments, financial partnerships, or promotional
sponsorships with entities such as automakers, banks, petro-
leum companies, insurance companies, and others. Any of
these might offer promotions with incentives for the use of
this unique advertising platform and these could eventually
take many forms. For example, a petroleum company might
offer free gas plus a premium for buying their brand instead of
simply receiving ad dollars from the entity. This kind of
co-compensation might apply to automotive insurance, credit
cards, or to even to the automakers themselves. A manufac-
turer might, for example, integrate the present invention first
into its offerings of what are sure to be more costly alternate-
energy vehicles, and then rely on their revenue-generating
potential to offset their higher acquisition costs for consum-
ers. Thus, the present invention, appropriately integrated into
fuel-efficient vehicle planning and production would actually
stimulate the earlier adoption of such advanced or more costly
products.

FIGS. 20-23 are illustrations showing a land-based vehicle
with three examples of displays based on modes of operation
and their relationships to the environment and to other mov-
ing or fixed objects. Although there will be numerous meth-
ods for integrating displays FIG. 20 depicts a typical 4-door
passenger car 1010 of the anticipated period having a digital
rear end and a contemporary, low-profile one-box design. Its
relatively elevated rear hatch puts the digital display well
above its rear bumper impact zone, in excellent line of sight
for the occupants of most following (viewing) moving
objects. In this example, the overall surfaces and default color
of the vehicle’s contoured OLED video display blends well
with its inherent design lines.

FIGS. 21-23 depict three different kinds of displays.
Although there are numerous possible kinds of displays,
steady-state vehicle 1020 in FIG. 21 presents an image that
might be seen when a vehicle is at speed, cruising in a steady
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state during daylight hours, in which there are few, if any,
speed or maneuvering changes, as might occur on an open
road or freeway. Such a display would be static and quite
similar to the graphics seen on vehicles in traffic today. These
images might be allowed to introduce minor animations, such
as the hair waving in image 1022, or they might dissolve
softly into other images, but only when the vehicles on which
they are displayed are in stopped or near-stopped conditions.
Standards and practices will be established for all such ani-
mations and image transitions. Even minor animations or
changes will likely be precluded at speed since they could be
distractive to the operators of vehicles nearby. Thus, dis-
played graphics using the present invention, as shown in FI1G.
21, are not dissimilar at all to what is on the road today.

Transitional-state vehicle 1040 in FIG. 22 illustrates a con-
dition characteristic of any vehicle that is making changes in
speed or direction. All such changes-slowing, rapid braking,
accelerating, turning, creeping slowly forward or backward-
would cause nonessential imagery to quickly dissolve to be
replaced by all federally mandated lighting and safety sys-
tems (assuming these become digital and not part of a tradi-
tional independent lighting system). Such digital lighting
would include a pair of tail lights at optimum spacing with
turn signals and brake lights 1042, a center-mount stop light
1046, plus backup lights and reflectors. If the license plate and
registration systems are also generated via digital video, as
shown at 1048, these too would instantly reappear during any
vehicle speed or attitude changes unless federal or local
requirements ultimately dictate their presence at all times. If
commercial imagery of any kind is presented at such times,
these would be minimal, non-animated and non-distractive,
all very similar to the kinds of branding seen on automobiles
today.

Stopped vehicle 1060 in FIG. 23 depicts a display on a
vehicle that is fully stopped. When the speed sensor in a
display (or viewed) vehicle indicates a non-moving condi-
tion, and its proximity sensor indicates a requesting vehicle or
device within range (or even in the absence of such electron-
ics requests), then that display vehicle is able to queue and
present full motion, conventional, or hyper-relevant video
imagery 1062. If the display vehicle should drift slowly for-
ward, the full motion video imagery could, under most sce-
narios, dissolve and be replaced by the lighting, licensing and
safety systems shown in FIG. 21. Rulemaking and resulting
Federal Motor Vehicle Safety Standards (FMVSS) would be
adopted after thorough consumer and safety testing to deter-
mine the speed and motion boundaries for full motion video
animation, transitions and deliveries, and the appropriate start
and cutoff timings based on the relative speeds and the move-
ments of the other vehicles involved.

Itis worth noting that at night or during periods of darkness
or under potentially hazardous conditions, all lighting sys-
tems will be displayed. There are some genuine advantages to
land vehicles having digital rear ends. One of these is graphics
standardization for critical operations. The size and lateral
separation of taillights combine to provide valuable cues to
any vehicles following as to the range or distance to vehicles
ahead. When taillights are of different sizes and have different
lateral spacing, the effectiveness of these cues is diminished.
The present invention allows for the widespread standardiza-
tion of these important visual elements. It additionally allows
for intercommunications between all vehicles having digital
video body panels or glazing to display early warnings and
even graduated warnings during slowing or stopping. In the
event a vehicle leading a long lane of vehicles at speed begins
to slow, then all vehicles could simultaneously receive a slow-
ing alert via radio and that signal would introduce a uniform
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amber taillight alert that would shift gradually towards red as
all vehicles slow at roughly the same rate. This feature alone
could prevent the very common increasingly exaggerated
stops as brake lights flash on without warning in a lane of
traffic at speed.

FIGS. 24-27 are illustrations of four types of displayed
content 1100 depicts an Emergency type display. Most of
these will be in the Public Service category and would be
stored and deployed by Federal, State or local governments.
This would not preclude personal or consumer emergency
buys however. Emergency graphics can be stored in all hard
drives or can be uploaded to vehicles based on their locations
and travel environments. Emergency content is typically
embedded with instructions for distribution at precise times
and under exacting conditions, usually triggered by local area
wireless signals, GPS coordinates at precise time periods, or
through vehicle to vehicle wireless transmissions. Note that
emergency displays will cause all vehicle license and regis-
tration information to immediately reappear, assuming they
are digitally represented. Emergency content transmissions
will have higher priorities than all other types of content and
would be triggered by a proximity to, or entry upon, a haz-
ardous area often defined by GPS coordinates.

At 1120, a typical Proximity advertisement is shown. A
consumer in a following vehicle might request such proxim-
ity content be displayed on nearby objects, or these might
appear passively based on a proximity media buy. In an
example to be later described, Proximity buys could be based
on a time of day (e.g., meal time) and, most certainly, on a
location (e.g., the city blocks surrounding a restaurant.
Graphics might include animated signage, such as the right
turn arrow depicted in Proximity illustration 1120. In the case
of'adrive-thru restaurant, graphics on a viewed vehicle imme-
diately ahead in the drive-thru line could display a pictorial
and even an animated menu in rich video imagery, along with
current prices.

The present invention uses existing onboard GPS Naviga-
tional systems to deliver ads at precise locations determined
by the advertiser or by the media buying agencies. By cou-
pling specific content stored on board a vehicle’s internal hard
drive to specific geographical locations (e.g., a city block, an
entire section of a city, or a length of rural highway), adver-
tisers can target specific demographic groups by area and can
call attention to specific products or services while drivers or
consumers are close to them. This is called proximity adver-
tising. The ability to advertise restaurants, promote special
sales or points of interest, to capture spontaneous interest, or
to inform those who may be unfamiliar with an area is pow-
erful and much sought after in the world of marketing. In
practice, the desired GPS coordinates are coupled with the ad
content at the time of upload. When a vehicle’s GPS system
later indicates travel within those specific boundaries, then
those ads are either queued or are given priority over other
content.

At 1140 is an example of Sponsorship content. For
example, a convention promoter or exhibitor could purchase
time or content for the city streets and freeways surrounding
a convention center. As vehicles equipped with the present
invention approach sponsored venues, such as theme parks,
sports stadiums, national parks, or airports, content represent-
ing those sponsors could appear on all of the objects moving
in and around that immediate area.

Another common form of sponsorship is likely to be where
marketers, entities, or individuals purchase time and space on
the surfaces of moving objects as a free courtesy or a service
enhancement for viewing parties. Imagine two vehicles
equipped with the present invention stopped one behind the
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other at a traffic signal in which the vehicle behind is able to
view the external display surfaces on the vehicle ahead.
Assume the viewing vehicle is at that moment tuned to a radio
station, using an onboard entertainment system, or listening
to a portable handheld device such as a future iPod, satellite
portable, MMx, or phone. When such equipment in or around
a viewing vehicle is equipped with a means to wirelessly
broadcast an encoded signal describing the content it is cur-
rently using, then a vehicle ahead is able to enhance that use
by introducing visual content synchronized to a consumer’s
current audio environment. In other words, if the occupants of
a viewing vehicle are listening to a satellite radio station that
is playing specific music, that music code (or the content
itself) could be transmitted forward to the viewed vehicle, and
the display of that vehicle could then present video material
which is both related to and is synchronized with the audio
content being received or consumed in the viewing vehicle.
The logo or the tag lines of the sponsor offering such free
entertainment or marketing enhancement would of course be
displayed somewhere on the video display within the line of
sight of the viewing vehicle. Naturally, these commercial
sponsorships could be turned off or locked-out by any prop-
erly equipped viewing vehicle or any compatible portable
device within range.

At 1160 is an example of a Personal media content place-
ment. Such media can be generated by consumers or profes-
sionals and can be uploaded by users themselves. If personal
ads are placed on other vehicles, they will pay the going
media rate for the anticipated location, time of day for the
number of impressions. If such content is placed on an own-
er’s own vehicle, then that cost would be deducted from
revenues earned from the display of content for others.

It is worth noting that a major application of the present
invention will be that of displaying commercial advertising in
large indoor and outdoor parking lots and structures by using
the rear surfaces of parked cars. In this way, consumers can
even earn revenue while they are shopping, by presenting
commercial advertising to passing motorists who are looking
for parking places or to pedestrians on foot who are walking
past rows of parked cars on their way to the retail spaces. This
proximity application alone will be of significant value to the
parking spaces surrounding retail stores. Imagine the large
number of vehicles parked in spaces near a major mall anchor
such as a Nordstrom’s or a major brand restaurant or theater
chain that could display specials or show film trailers to
families passing on their way from the lot into the mall.
Proximity sensors on board each vehicle could activate such
ads as pedestrians approached and passed behind them. These
displays can also easily be targeted by proximity, venue, or
time of day, and when consumers further carry handheld
MMx units which broadcast a consumer’s “who I am” or
“what I want” encoded preferences, then parked moving
objects are able to display hyper-relevant content to those
pedestrians.

EXAMPLE 1

FIG. 28 is a diagram showing geo-specific content distri-
bution. It depicts several city blocks with in a representative
downtown area. Main Street is shown at 1280 and 1st street at
1200. The Convention Center is located at 1220. A
McDonald’s Drive-thru is shown at 1240, and a Hilton Hotel
is shown at 1260. 3rd Street is a one-way street, as indicated
by the arrow at 1284, and temporary road work is shown at
1250. In terms of content media buys, Apple Computer has
purchased the several square block area surrounding the Con-
vention Center, but only during visitation hours for the elec-
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tronics show. This area is indicated at 1222. McDonald’s
restaurant, 1240, has a renewable lease for the city block area
immediately surrounding its restaurant and the boundaries for
this media area is indicated at 1242. However, McDonald’s
has also purchased media rights to the subsurface parking
garage for the convention center on a 24/7 basis, such addi-
tional space being represented at 1244. Hilton Hotels, mean-
while, has leased the areas surrounding its hotel but has also
negotiated exclusive rights to traffic flowing along Main
Street a half block from the Hotel. Each of these areas has
boundaries defined by GPS coordinates and each has an indi-
vidual priority for content deliveries based on the time of day.
The fees for such areas and their relative priorities are estab-
lished by the anticipated level of exposure—typically based
on the number of targeted impressions they can deliver at any
given time—in the same way as outdoor billboard advertising
is valued. Specific content purchases are described in FIG. 29.
In FIG. 30, we will take a drive North on Main Street to
experience the kinds of content that will be seen by four
different types of users during their travels.

FIG. 29 is a diagram showing content purchase and encod-
ing by content type. Across the top are the Column headings
of Sponsorship, Proximity, Personal, and Emergency, repre-
senting the four content categories discussed in FIGS. 24-27.
On the left side, from top to bottom, are the headings of
Content, Time Encoding, Venue Encoding, Exposure priority,
and Fee range. Together, these represent the kinds of media
buys described in FIG. 28.

Reading from top to bottom in the Sponsorship column, at
1305, we see Apple’s purchase of the Consumer Electronics
Show at the Downtown Convention Center. At 1325, we see
that Apple has purchased the prime time hours when the
Convention Center is open, from 7:30 AM to 6:00 PM during
the run of the electronics show. At 1345, we also note that
Apple has purchased the several square block area surround-
ing the Convention Center which includes all of the approach
routes to entry and parking. The Exposure Priority assigned
for Apple’s sponsorship (the preference with which Apple’s
promotion is given over other types of content) is shown at
1365 as Level 2, with Level 1 being highest. Finally, the Fee
Range, at 1385, is “High”, based on the show and on the high
value business traffic at this venue.

The Proximity content column at 1310 reflects
McDonald’s and Hilton Hotel’s Local Venue advertising
buys. Both companies, at 1330, have selected media pur-
chases on a round-the-clock or 24/7 basis. 1350 indicates
McDonald’s buy of the streets immediately surrounding its
restaurant but, as shown in FIG. 28, also includes the entire
Convention Center underground parking garage in an effortto
attract hungry convention goers. 1370 indicates a Level 3
priority (from a total of four), meaning that Apple’s sponsor-
ship at Level 2 would take priority if there were a conflict in
time and place. Finally, based on McDonald’s and Hilton’s
annual deals for Proximity advertising, they have negotiated
costs in a Medium fee range, shown at 1390.

Under Personal Content at 1315, we find a Registered
Owner who wants to Promote his own business at minimal
cost. An example of such content would be the Dog Walking
business shown at 1160 in FIG. 27. In order to keep costs
down, yet hit his target market, this person has chosen Non-
Prime Advertising hours at 1335, so that during these periods
he can continue to generate revenue by displaying brand
advertising for big companies, but he has also selected an
option which lets him manually override his own schedule to
present his own or other personal ads whenever he chooses.
Also, because his business operates in a localized area and
involves such a personalized service, at 1355 this owner had
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selected his immediate neighborhood based on GPS inputs. In
other words, when he ventures further from home he can earn
money through the display of major brand advertising, but as
soon as he re-enters his home neighborhood, his Personal or
Business ads will queue up and promote his local enterprise.
At 1375, we see this has resulted in the lowest Exposure
Priority for his own content, allowing him to first optimize
income producing content. His fees for Personal content will
therefore be among the lowest available, and will simply be
deducted from his monthly ad revenue, as indicated at 1395.

Inthe last column, Emergency, we see at 1320 that the City
Department of Transportation has requested a Public Service
placement, and has designated it for automatic activation.
This means the network will cause the requested content to
automatically appear on the displays of all moving or fixed
objects equipped with the present invention operating within
the specified venue in accordance with local laws and time/
place specifications. At 1340 and 1360, we see that both Time
Encoding and Venue Encoding will be governed by Local
Road, Highway and Safety Standards During Project Dura-
tions. This simply means that “alert” or “emergency” content
will be posted at the times and places where they are required.
Since many of these media postings are Emergency alerts that
may bear on transportation or highway safety, they are
granted the highest priority, Level 1, shown at 1380. Fees for
such media are typically borne by public funds or taxpayer
dollars. However, if Government agencies are using pri-
vately-owned assets to deliver its messages, the proceeds for
any such Public Service media buys will be shared with the
registered owners of those assets, as indicated at 1398.

FIG. 30 is a diagram showing Content Viewing referencing
information from FIGS. 24-29. In FIGS. 24-27, we learned
four basic types of content. In FIG. 28, we saw how certain
content could be displayed selectively based on its proximity
to people, places and things, and in FIG. 29, we learned about
content priorities, encoding, and fees. FIG. 30 now brings all
of these together to demonstrate what four different vehicle
drivers (each expressing individual interests and needs)
would see on the various fixed or moving objects around them
that are able to communicate with the present invention as
they move north on Main Street, as shown in FIG. 28, at 12:00
noon.

Across the top of FIG. 30, four different driver types are
represented: at 1402 is a Soccer Mom driving an SUV with a
load of kids; at 1404 is a Business Traveler who is unfamiliar
with the city and is driving arental car; at 1406 is a local Daily
Commuter (who is quite familiar with the city) driving in his
personal car; and at 1408, we have a disinterested driver who
is using a car equipped with an aftermarket system (as
described in FIG. 17 at 680) to disable advertising on the
various moving objects within his point of view.

The second row indicates the preference settings each of
these drivers has assigned to his particular vehicle that are
currently switched on. The soccer mom at 1412 has a Family
Profile engaged in her SUV with her kid’s preferences also
active. At 1414, the business traveler has asked his car rental
company to transfer his preferences from his personal car to
the rental car and has further requested the rental agency to
add its local visitor support program, which will guide him
through the city based on his personal interests. The business
commuter, at 1416, has his normal personal profile active.
The disinterested driver has all of his ad viewing preferences
shut off, as indicated at 1418. So, when driving north on Main
Street at noon, each of these drivers, along with any occupants
on board, is likely to see the following kinds of content in
front of or around them on surrounding displays equipped
with the present invention:
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From 1st Street to 2nd Street, mom in her SUV will see
family oriented ads derived from her own interests, mixed
with the interests of her children (since their profiles have
been so adjusted), as shown at 1422. At 1424, the business
visitor in town will see ads and content based his own WIA/
WIW profile interests, except that any proximity-based inter-
ests will reflect his current location. In other words, if one of
his preferences has been set for fine Jamaican dining in his
home town of Chicago, he will now be alerted to the presence
of nearby Jamaican restaurants in this current location (e.g.,
Los Angeles), especially here at lunch time. Because our
visitor has asked the rental company to add its Local Visitor
Support package at 1424, he will be also shown a variety of
local interests in his new travel area. Ifhe is more interested in
certain kinds of fishing or boating, than he is interested in, for
example, museums, a much larger emphasis will be placed on
these points of interest. At 1426, our local business commuter
will be presented with content corresponding to his personal
profiles that are switched on. Finally, at 1428, the disinter-
ested driver will see nothing displayed on the objects in front
of his vehicle as he moves between 1st and 2nd Streets.

Between 2nd and 3rd Street, our northbound drivers will
enter the first and largest zone for a proximity media buy, the
one purchased by Apple Computer at the Convention Center.
Here, our mom with her kids at 1432, our business traveler at
1434, and our local commuter at 1436, will all see Apple’s
sponsorship imagery on the various objects around them;
however, because our rental car visitor has requested local
visitor support, he will also see, at 1434, a One Way Traffic
Alert which will result in an absolute display priority during
the last 20% of travel as our visiting driver approaches the
intersection. At 1438, our disinterested driver continues to see
nothing displayed on the vehicles or fixed signage around
him.

Between 3rd Street and 4th Street, mom and kids at 1442,
the rental car driver at 1444, the local commuter at 1446, and
even the disinterested driver at 1448, will all see a “NO
RIGHT TURN?” alert as they approach the intersection calling
attention to a temporary roadwork and closure condition dur-
ing the present hour. All vehicles will receive an alert since
these have the highest priority and involve issues of traffic
safety. As vehicles near the intersection, this alert overrides
even Apple’s high cost promotion and the disinterested driv-
er’s preferences at 1448 to not view commercial content.
Apple’s exposure during this hour will drop to approximately
70% of the driving time between these parallel streets. Such
road hazard information would be regulated by the local area
city and traffic signage infrastructure.

From 4th Street to 5th Street, mom at 1452, our rental car
visitor at 1454, and our daily commuter at 1456 will see,
presented on the objects before and/or around them, both the
Apple promotion and Hilton Hotel’s proximity ads. Apple’s
logos will be seen approximately 70% of the time between 4th
and 5th along Main Street, and Hilton’s ad will be seen about
30% of the time, due to Apple’s premium fee paid for the
temporary Convention Center sponsorship. Between 4th and
5th, our disinterested driver at 1458 returns to being presented
with no commercial content, in accordance with his pre-
established preferences.

Between 5th Street and 6th Street, mother and kids at 1462,
the rental car user at 1464, and our daily commuter at 1466
will all be presented with essentially the same levels of paid
content: Apple at 70% (due to the premium fee), Hilton
Hotel’s ads at 20% of the linear block, and McDonald’s at
10% of'the linear block, due to the surrounding surface street
proximity area purchases which they have leased from the
network. Between these streets, however, our disinterested
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driver at 1468, in the absence of any further road or traffic
safety alerts, sees nothing displayed for his benefit.

In the final stretch between 6th Street and 7th Streets, our
disinterested driver continues to have no commercial content
displayed, as shown at 1488. However, our soccer mom with
her kids at 1482, our rental car driver at 1484, and our daily
commuter at 1486 will all continue to view ads based on their
previously scheduled proximity media buys and their content
delivery instructions. The result is the following approximate
split in content display: Apple Computer at 70% (for its
premium fee), with the balance split equally between
McDonald’s and the Hilton (15% each), depending on linear
area traveled over time. It is important to note that after 6:00
PM, when the Computer Show closes at the Convention Cen-
ter, the traffic between 2nd Street and 7th Streets will no
longer be shared with Apple (since the company has pur-
chased time only during show hours). This time will now be
divided between McDonald’s and Hilton Hotels based on
areas 1242 (for McDonald’s) and 1262 (for Hilton), as shown
in FIG. 28. In the remaining areas along Main Street which
are not defined by the proximity content purchases shown in
FIG. 28, presentations will be based upon the active personal
“Who I Am”/“What I Want” personal profiles or on prefer-
ences stored on board each vehicle, which have also been
activated by their owners (or system administrators).

FIG. 31 is a block diagram showing a possible content
delivery protocol between moving objects. Such a sequence
typically begins at 740/750 with a local wireless signal from
another moving object or from a portable, mobile hand-held
device containing data and a means to transmit a combination
of VIN numbers, profiles, user codes, or content requests.
Such signals are received at receiver 744 and are decoded at
746. This information is then processed aboard a receiving (or
viewed) vehicle, or a moving or a fixed object, as indicated at
1505. Once received, an initial question is asked at 1510: Are
ads rejected? If the answer is YES, no ads are queued, as
indicated at 1515, and subsequently, at 1520, the declined ad
viewing instruction is logged on the hard drives of both the
requesting (transmitting) and the displaying (receiving) mov-
ing objects. Eventually, this declined data delivery is
uploaded to the network along with information on VIN,
time, place, and demographics via transceiver 714.

If, at 1510, the answer is NO, then the preferences associ-
ated with that VIN are decoded at 1525. At 1530, a second
question is asked: Is the requested content available? If the
answer is affirmative, another question/decision follows at
1540: Is there time for the requested content? Input for this
decision comes from the Intersection Clock 1800, which is
explained in more detail in FIG. 35. The Intersection Clock
1800 is an independent database that is linked to a moving
object’s GPS (geo-location or navigational) system 755,
which, over time, records and learns event delay performance
at precise locations, primarily at traffic lights, bridge or rail-
road crossings, freeway on ramps, and throughout urban or
rural environments that experience heavy stop-and-go traffic.
This database is linked to a short range wireless transceiver
system capable of synchronizing its current database with
signals from other moving objects (those equipped with the
present invention) which may have arrived at the intersection
earlier, and then lock onto the ongoing traffic signal sequenc-
ing at that location. Based on this information, the Intersec-
tion Clock 1800 can determine how much time remains for
the display of content before stopped traffic starts to move
again.

If, at 1540, adequate time remains to display the requested
content, then at 1550, the system determines if there are any
priority overrides to deal with. Such overrides can come from
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multiple sources. Block diagram elements 846, 848, and 824
represent Proximity Priorities, Personal Priorities and Public
Service Priorities, respectively. These priority assignments
are typically embedded with their content as release instruc-
tions and are triggered by time, place, or hierarchy as dis-
cussed in FIGS. 29 and 30. Another kind of priority override
is shown at 1595. Law Enforcement and Security Priorities
can be triggered from outside the system as opposed to using
a preprogrammed internal protocol. The law enforcement
chip at 748 is an example of a trigger which provides for the
override of moving object displays by members of law
enforcement in the interests of public safety. Imagine, for
example, that a missing child is reported in a specific area of
the city. It would be possible in only minutes to distribute a
photograph of that missing child and to reproduce that image
on the display panels of all equipped vehicles within several
square miles of where that child was last seen. In another
example, it would be possible to place “WARNING STOP
WAIT” graphics on vehicle displays in the event that Emer-
gency Vehicles are approaching the intersection.

If priority overrides are embedded in the content, these are
revealed at 1550, and content is displayed accordingly. If
there are no priorities, then at 1555 content is released from
the on board storage hard drive. Priority monitoring is an
ongoing and constant real time process as indicated at 1560.
If delivery conditions change, content queuing or display can
be instantly suspended or even substituted with other content.
One ofthe most critical steps in monitoring content deliveries
is to confirm vehicle relative speeds and proximities in real
time. This step is shown at 1565. When all pre-established
delivery criteria has been met between a requesting and a
presenting vehicle, prioritized content is sent to the present-
ing vehicle’s display drivers, as shown at 1570, then on to its
video display 760. If, during display, delivery changes are
detected at 1565, it may be necessary to suspend or modify
the delivery of content. For example, a presenting vehicle
creeps slightly ahead in traffic, altering the viewing angle and
range, and, more importantly, introducing a need for the
operator of a viewing vehicle to focus on maneuvering his
vehicle forward in a stop and go traffic lane. It becomes
immediately critical to suspend any content delivery that
could compromise the maneuvering process and to reveal all
vehicle visual lighting and safety systems. An essential pur-
pose of the present invention is to maintain, at a minimum, the
safe operating conditions which exist today between moving
objects and their operators. For this reason, it is anticipated
that video impressions would occur only when vehicles are
static, parked, or moving only within minimal acceptable
limits. Thus, at 1580, any changes beyond established norms
will modify content delivery.

Once content has been sent to the display drivers, the extent
of the delivery will be confirmed at 1575. If the queued
content has been totally delivered, then the time, place, and
percentage of that delivery will be encoded and logged onto
the hard drives of both the requesting and the presenting
vehicles, as indicated at 1590. This is an important confirma-
tion step as it reveals to marketers and to the distribution
network that the intended content was indeed delivered as
requested and that platform owners and operators can now be
properly compensated by the Compensation unit 900.
Although it is not reflected in FIG. 31, content delivery, as
previously discussed, includes the transmission of either
audio codes or content, so that the audio portions of video
content can be reproduced over the sound systems of viewing
or requesting vehicles and devices. Deliveries can therefore
be confirmed on several levels, the four most common being:
(1) Content was NOT viewed (content requests were shut off
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or content was rejected); (2) Content was viewed only (re-
quested content was displayed but sound was shut off); (3)
Content was both viewed and heard (both systems functioned
fully during delivery); and (4) Content caused viewer to spe-
cifically respond after such viewing (meaning that a receiving
party might have driven to a specific location, requested more
information on a product, or made a purchase within a speci-
fied period).

Ifthe delivery of content is modified for any reason at 1580,
then it is determined at 1582 whether minimal delivery
requirements have been met to constitute an actual delivery.
This is generally interpreted by the amount of content
exposed to the viewer. If minimal exposure was met at 1582,
then this will be logged as a percentage delivery at 1590. If
minimal exposure was not met, then shorter content of a
similar type can be queued (as indicated at 1545), or the
delivery can simply be preempted as shown at 1586 and
re-queued in its entirely at 1588.

If, at 1530, it is determined that requested content is
unavailable (meaning, possibly that a hard drive may not have
been recently updated from the network), then, at 1535, alter-
nate, similar, or generic content is queued. If it is determined
at 1540 that there is insufficient time to display 100% of the
requested content (e.g., a 30 second spot), then, at 1545, a
shorter commercial spot of the same or similar content can be
substituted. Once such revised content is queued at 1535 or
1545, it is released from the hard drive, as indicated at 1555.

FIG. 32 is a diagram illustrating geo-specific content dis-
tribution in a rural area. The map shows an Interstate Highway
1610 passing north/south through a rural countryside. A rural
road is shown at 1620, a river at 1630 and a bridge-out
condition at 1640. Several hundred feet from the highway is a
Gas Station/Market at 1650. A rectangular boundary is indi-
cated around the Gas Station/Market area. This area defines a
proximity advertising area 1660 within which specific com-
mercial or public service messages can be delivered. Another
boundary is indicated at 1670. This rectangular area defines
the bridge-out warning alert area and is referred to as a Public
Service Alert Area. Finally, four electronic billboard installa-
tions are represented at 1680, 1682, 1684 and 1686.

When stop and go congestion exists on the interstate, then
moving objects equipped with the present invention can use
other objects immediately in their paths to display commer-
cial or public service content. It is generally anticipated that
non-animated graphics (e.g., signage announcing an upcom-
ing gas station or market stop ahead) could be placed on
nearby moving objects at speed since they would be no more
distractive than other types of graphics which exist today on
moving objects and would, in fact, be easier to read since they
are moving with the viewer at traffic speeds, as opposed to
passing quickly by at roadside. However, in the absence of
traffic equipped with the present invention, electronic content
would have to be placed on other kinds of display surfaces,
such as the billboards indicated at 1680. The difference
between standard electronic billboards and those equipped
with the present invention is that those equipped according to
the present invention able to receive and interpret aggregated
requests for commercial, personal, or public service content
and then display such content to the occupants of passing
vehicles.

For example, southbound traffic on Interstate 1610 will
transmit advance wireless signals (each representing VINs,
profiles, and user codes with content requests) to the bill-
boards depicted at 1680. When a vehicle approaches such a
billboard, the billboard has already polled its internal storage
(see FIG. 31), and will queue and display content requested
by that VIN as it approaches. In this way, even single or lone
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vehicles using the present invention can function indepen-
dently within the environment by causing highly appropriate
or hyper-relevant content to appear on many types of sur-
rounding surfaces. Imagine fuel is nearing empty on that
southbound vehicle. Such a “low fuel” condition can be inter-
preted through the vehicle interface 730 and, once coordi-
nated with GPS data regarding the location of the service
station, can encode and broadcast a radio signal 740 via
transmitter 742 to enable nearby billboards to display infor-
mation on the proximity of available fueling stops. While it is
true that such information could be presented on displays
inside a vehicle, other types of content are better suited for
showing externally on electronic billboards. For example,
billboard 1680 could reveal the presence of Gas Station/
Market 1650, which might otherwise be obscured from direct
view of Interstate traffic. Billboard 1682 could further indi-
cate directions to the Gas Station/Market and might feature
other products and services based on the preferences and
interests of the occupants of any approaching VINs. West-
bound traffic on Rural Road 1620 would be exposed to elec-
tronic billboard 1694 before leaving the populated area
defined by Proximity Advertising Area 1660. Normally, bill-
board 1694 would carry content relating to features along the
road or would respond to content requests. However, in this
example showing a proximity Public Service Alert area,
1670, such requested content for billboard 1684 would be
overridden by the “bridge-out™ alert until the condition is
eliminated. Electronic billboards would have content
uploaded to them using the Internet and a delivery means such
as cable, wireless, or satellite. Again, embedded with the
content for delivery can be specific instructions for the dis-
semination of that content. In the case of the “bridge-out”
alert, these instructions would likely be in the form of GPS
coordinates defining the perimeter of the alert area. Such a
boundary is indicated at 1670. Once these boundary coordi-
nates are identified and approved by a governing agency, they
can be sent out via Internet/cable/wireless/satellite to all such
electronic display devices within an affected area. This means
that all moving objects, whether or not equipped with the
present invention can encounter such visual displays. Sec-
ondly, these coordinates can be sent to all moving objects
equipped with the present invention as indicated at 868, 870,
872 0r974 in F1G. 18B, causing such an alert to override other
types of content on any equipped vehicles that enter the area
1670 boundary. The advantage, of course, is that local gov-
ernments are able to instantly deploy critical public service
alerts like bridge out or flooding/turn back warnings without
having to visit the site to physically set up such temporary
signage as is commonly done today. Both fixed electronic
signage and moving objects can be quickly changed over
from commercial revenue to emergency public service pur-
poses by carrying their audio/visual messages directly to the
vehicles, venues and consumers concerned on an exacting
and timely basis.

EXAMPLE 2

FIG. 33 illustrates the interactions between moving and
stationary objects at a typical city intersection and will help
clarify two elements relating to the queuing and display of
content on moving objects: (1) allocating timing for display
through the use of the Intersection Clock 1800, and (2) spe-
cific methods of vehicle-to-vehicle viewing.

A traffic intersection is shown at 1700, bounded by pedes-
trian crosswalks, a configuration increasingly common in city
and rural environments. 1705 indicates an eight lane north/
south highway. 1710 represents an east/west highway with
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active cross traffic. Overhanging traffic light structures 1715
are shown in two places for the north/south corridor. Each of
these carries a left turn signal 1720 aligned opposite and
above the left turn lane, plus a green/amber/red signal light
above through traffic lanes, plus an identical light on each
corner, shown as 1725.

Note first the northbound vehicles marked A through L. In
this first example, vehicle A has arrived and stopped at the
intersection first. Vehicle A is equipped with a production
version of the present invention; however, it has not previ-
ously been through this particular intersection. As a result, as
Vehicle A approached this intersection, several things
occurred: (a) the driver of Vehicle A, seeing light 1725 change
from green to amber, braked and eased to a stop at crosswalk
1730; (b) a forward-looking optical sensor on Vehicle A,
monitoring its approach to the signal light, sensed the signal
light’s color shift from green to amber; (c) sensing the color
change (in the same way as its driver), Vehicle A engaged its
onboard Intersection Clock 1800 to begin a recording func-
tion to document the signal’s red (stop) duration before its
return to green (go). By recording this elapsed time and by
cross-referencing the vehicle’s GPS location and its last
heading (northbound), vehicle A is able to initially compile,
in terms of gross timing, a beginning database for the signal
sequences at this particular location.

Every signal intersection has basic and relatively consis-
tent event timing protocols. Some locations, however, have
unique event schedules, but even these can be learned by the
Intersection Clock 1800 as defined by the present invention.
For example, intersection traffic lights will normally halt
traffic flowing in opposing directions to permit the flow of
cross traffic. This process normally begins by allowing cross
traffic to complete opposing left turns first. After left turns are
timed out (about 12-16 seconds), those lanes are then stopped
and through traffic is allowed to proceed. After a predeter-
mined period (anywhere from 60 to 90 seconds), this process
is halted and the sequence will repeat itself with traffic flow-
ing in the perpendicular direction. Clearly, there are many
variations, including one-way streets, multiple streets con-
verging, railroad crossings, etc.; however, when coupled with
GPS identification and an ability to spot the start of an event
(such as a color transition from green to amber), any vehicle
equipped with the Intersection Clock of the present invention
can automatically construct a database by time of day for any
intersection it uses. Table 1 illustrates a typical traffic signal
event timing cycle.

In addition to constructing an event timing database from
scratch, moving objects equipped with the present invention
are also able to receive intersection event timing data from
other moving objects in and around that intersection. In other
words, if another vehicle that has previously passed through
this intersection arrives moments later, this second arriving
vehicle will have the traffic event sequence for this intersec-
tion stored in the database of its own onboard Intersection
Clock. For example, assume that vehicle H (or even vehicle
M, which is currently crossing the intersection) contains such
information. Each of these vehicles will automatically broad-
cast the event sequence for this intersection when it enters or
crosses it, by wirelessly transmitting it from its Intersection
Clock 1800 through transmitter 714 and antenna 715. In this
way, all vehicles equipped with the present invention can
immediately update their onboard database for this intersec-
tion. At the same time, Vehicle A can contribute an accurate
synchronizing signal for these later arrivals because it began
recording event timing for the northbound lanes beginning
with the signal’s light change from amber to red. Through this
instant, ad hoc exchange of information at any populated
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intersection, all properly equipped vehicles can distribute
current event timings and synchronize their internal clocks
without relying on external infrastructures.

One last step for each Intersection Clock is to calculate for
its respective vehicle the amount of time remaining for con-
tent presentations before the light turns green in its lane and
the traffic begins to flow. From Table 1, one can see that if a
vehicle (e.g., southbound Vehicle P) should arrive at the inter-
section later and synchronize with other vehicles at event
Stage 4, then it will have approximately 92 seconds within
which to queue and present video content before these
vehicles begin to move again. Ninety-two seconds is adequate
for two full 30-second commercial spots, two 15-second
spots and a two-second dissolve to a corporate logo sponsor-
ship before mandatory vehicle safety systems must again kick
in.

Vehicle-to-vehicle communications will be governed
through testing, rule making, and the administration of con-
tent delivery procedures that define where, when, and under
what conditions various types of content can be displayed
without compromising highway and traffic operational
safety. It is essential that content not detract from a vehicle
operator’s need to focus on the movements of all objects
around them rather than on any graphic content those objects
might be displaying, beyond federally mandated lighting and
safety systems. The present invention can assure that content
will only be viewed or presented when vehicles are fully
stopped. It can also assure that content cannot be viewed by
vehicles that are passing in adjacent lanes, because this could
produce a significant distraction. The kinds of displays antici-
pated by the present invention can be combined with thin film
overlays that can optically or electronically increase or reduce
the angles at which imagery can be seen. Optical filters, for
example, can be embedded into the outer protective layers for
these displays. One basic filter of this kind is 3M Corpora-
tion’s micro-louvre technology which optically restricts the
viewing angles in flat panel displays. Still another technique,
created by Sharp Corporation and Sharp Laboratories of
Europe, Ltd., permits an LCD to simultaneously display dif-
ferent information and image content in right and left views
on a single display by directionally controlling the viewing
angle of the LCD. This makes it possible to provide informa-
tion and content tailored to specific users depending on the
precise angle at which they view the display. Such an appli-
cation could, for example, direct requested hyper-relevant
video content directly rearward to a following vehicle, while
the view from vehicles passing at more oblique angles could
cause the same imagery to dissolve into the default body color
for a given vehicle, or into content appropriate for generic or
non-requested viewing.

A primary reason for selective or controlled viewing is that
content requests are generally private and based on non-
identifiable information requests. If an individual in a follow-
ing (viewing) vehicle has allowed preferences which request
content that is quite personal in nature, it would not be desir-
able for that content to be viewable by the occupants of
vehicles in adjacent traffic lanes. Note, for example, Vehicle
A, which is presenting requested hyper-relevant content to
vehicle B behind it. Note the angular spread indicated at 1735.
This lateral spread controlled by the previously mentioned
technologies prevents the occupants of surrounding vehicles
D, G, or H from seeing what is being displayed on the rear-
facing surfaces of Vehicle A. Vehicle D’s exposure is blocked
by vehicle B, as shown by dimension 1740. If Vehicle B were
not in close proximity to Vehicle A, this condition would be
detected by Vehicle A’s proximity sensor 770, and the system
would prevent the queuing of highly personal hyper-relevant
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content. Vertical viewing angles can be controlled in the same
way as horizontal viewing angles to prevent, for example, the
viewing of personal content from adjacent trucks or busses
having seating positions that are inherently higher relative to
the ground. Additionally, all such imagery would not incor-
porate animations or otherwise distractive content until the
surrounding viewing vehicles have come to a complete stop.

Note that at 1745, Vehicle D has requested content from
Vehicle C. Vehicle C can select and queue that content; how-
ever, it cannot present it until Vehicle D has cometo a full stop
at a predetermined range behind Vehicle C, such spacing
predicated on the respective VINs of the two vehicles. Such
optimum spacing is reflected by Vehicles G and H, at dimen-
sion 1750. Here, vehicle G is a high SUV and vehicle H is a
low two-door sports coupe. The VIN numbers exchanged
between these vehicles during the requesting protocol has
identified the respective heights of each vehicle along with
the eye envelope for an average percentile driver in the fol-
lowing (viewing) vehicle. This information yields an opti-
mum viewing range between these two objects. Furthermore,
as vehicle H closes the gap with vehicle G, a small green dot
will appear on the rear-facing display of Vehicle G. As the
driver of Vehicle H continues forward, this spot will grow
increasingly amber and finally red which indicates the opti-
mum stopping point for best viewing through vehicle H’s
windshield. At this point, the dot will disappear and content
viewing will commence. This fore/aft vehicle spacing feature
of'the present invention will additionally conserve thousands
of square feet of space in traffic lanes simply by allowing
vehicles to maintain more efficient vehicle-to-vehicle tandem
spacing.

By contrast, vehicles K and L have reached optimum spac-
ing, as shown at distance 1755; however, vehicle K cannot
present content because both vehicles are drifting slowly
forward in the same lane. Once both vehicles reach a full stop,
they can commence content display. On the other hand,
Vehicle K has made an automatic content request of Vehicle J
at a relatively distant range shown at 1760. Because vehicle J
is at a full stop, it might be allowed to queue and present
certain kinds of static content (such as a non-animated cor-
porate logo) until Vehicle K is fully stopped at optimum
spacing behind vehicle J.

FIG. 34 shows a section of freeway with lanes in one
direction, having a center divider 1765 and a carpool lane
1770. Moving at consistent freeway speeds, Vehicle B may
make content requests forward to Vehicle A, as shown at
1775, however, such requests will be fulfilled only on a lim-
ited basis due to relative vehicle speed and range protocols.
During day and night hours at speed, commercial imagery is
likely to be limited to small centrally-located display areas on
digital rear-ends and animation would not be permitted unless
vehicles are fully stopped. This is because animated or mov-
ing images can distract nearby drivers. At the same time,
protocols would not want to dissolve or delete commercial
imagery before engaging a vehicle’s lighting and safety sys-
tems as this could introduce dramatic changes in object
appearance while they are underway. Additionally, during
night driving hours, all lighting and safety systems would
remain active on all moving objects, regardless of speed,
proximity, or location since uniform taillights, running lights,
and turn signals are vital elements in allowing drivers to judge
the distances and conditions of vehicles ahead.

An exception might occur between stopped or extremely
slow stop and go traffic as depicted in the far right lane 1780.
Such a condition could be caused by a backed-up off ramp. If,
over time, such blockages on heavily traveled freeways
become repetitive, these conditions would gradually be
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recorded on the Intersection Clocks of moving objects
equipped with the present invention. Estimates of such delays
can then be monitored for consistency and certain kinds of
content or public service alerts can be displayed. In such
cases, vehicles can use their on board transmitters to measure
the relative movements in long rows of vehicles and oppor-
tunities can be identified for the queuing and display of short
duration content while these vehicles are near-stationary. In
lane 1780 from top to bottom, Vehicle | is presenting nonspe-
cific (generic) commercial content to Vehicle J (which does
not possess the present invention), Vehicle L. is presenting
hyper-relevant content to vehicle M (which has requested it),
and vehicle M is presenting generic content to vehicle N. Of
significant value in such situations is the ability of any vehicle
fitted with the present invention to synchronize public service
or traffic safety displays with other properly equipped
vehicles. As previously mentioned, freeway speed changes,
when communicated uniformly by radio between multiple
vehicles simultaneously, followed by a uniform response
(such as causing all of the vehicle’s rear lighting systems to
glow amber (for caution) and then transition at the same rate
to red-amber and then red at uniform brightness levels (as
opposed to individual brake lights flashing instantly on with-
out warning), will result in considerably safer driver control
and in the virtual elimination of progressively exaggerated
slowing which leads to rear-end collisions. The U.S. Govern-
ment currently has programs in place to develop such high-
way technologies which could easily adopt or interface with
the present invention. One such program is the Forward-
Looking Rear-End Collision Warning System (FCW)
designed to explore and ultimately deploy driver warning
methodologies. The digital vehicle rear-end and lighting
safety systems anticipated by the present invention conforms
to all of the targeted Warning Display Characteristics and to
the Following-Too-Closely Warning Methodologies dictated
by the study since it approaches the FCW warning display in
a distinctly novel way. Of equal importance is the present
invention’s consumer adoption plan—one driven by com-
merce rather than legislation—because it enables participat-
ing consumers to generate revenue and, as a result, represents
a unique opportunity for new technology adoption. Suppose
we wanted to stimulate the broad adoption of energy-efficient
vehicles. By incorporating the present invention into such
vehicles first, we allow consumers to generate significant
personal revenues, which effectively offset their inherently
higher manufacturing, acquisition, and infrastructure costs.
FIG. 35 is a block diagram of the Intersection Clock 1800,
a device that enables the recording of traffic signal timing
sequences and measures the time available for the display of
content at locations where traffic flow is controlled by infra-
structure. The Intersection Clock is linked to a vehicle’s
onboard GPS navigation system 755 (normally through
vehicle interface 730), which introduces vehicle heading and
location data to the Intersection Clock as indicated at 1805 on
an ongoing basis in real-time. The Intersection Clock is also
linked to an optical sensor 1820, which, in a traditional land-
based traffic environment, is forward-looking and, in a pre-
ferred embodiment, reads the colors of traffic signal lights as
the vehicle approaches them. This sensor seeks and monitors
the presence of a green light, which is characteristic of traffic
“go” conditions, then activates to an “alert” status when the
green light transitions to amber, responding in the same way
as a driver would to the light color change. Color transitions
are received and documented at 1815, where they are
assigned a GPS location using traditionally available elec-
tronic means. The moment this amber light transitions to red,
a time-stamped signal is sent to clock component 1810 and a
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Location File is opened for that venue based on the vehicle’s
last direction of travel and its current position. At that
moment, the Intersection Clock 1800 checks for previously
stored information for this location. If, at 1825, it is deter-
mined that no sequence code or synchronizing signal is
stored, event time recording is triggered at 1830, commenc-
ing with the light’s transition from amber to red. At the same
time, a default time-remaining signal 1835—an average
based on stored data for traffic signals in the area—is for-
warded to Intersection Clock 1880, which allows certain con-
tent to be queued. Meanwhile, at 1840, the red/stop cycle
timing (which began with the amber to red transition) is
logged for the vehicle’s direction and location for storage in
its clock’s database 1850. In the absence of further incoming
data, this information will be logged in this vehicle’s database
for future use at these GPS coordinates. If there is indeed data
in database 1850 which relates to this location, then that
signal sequence code data is retrieved at 1845, then passed
from the data base as shown in path at 1855 to 1860, where the
sequence code is then synchronized to the red/stop cycle just
logged for this heading and location.

However, it is also possible for synchronized signal
sequence codes or non-synchronized signal codes to be
received, as indicated at 1865, from other vehicles equipped
with the present invention. This is accomplished via antennas
712, 715 and transceiver 714. These codes, as well as syn-
chronizing signals, can be broadcast between vehicles that are
either passing one another or arriving on the scene at different
times. If a vehicle arrives that possesses signal sequence
codes regarding the location, it is able to broadcast, on an ad
hoc basis (from one vehicle to another), the traffic light timing
sequence it has logged for this location. In this way, a vehicle
that does not originally have the timing sequence can receive
itas shown at 1865, and can then synchronize this sequence at
1860 using the red/stop cycle event recording it is either
processing or has logged at 1840. When a new or updated
code sequence has been received from another vehicle, or has
been recorded for a specific location using new data, it is sent
to database 1850, as indicated at 1870, for storage and use
when that vehicle returns to the same location. Conversely,
when a vehicle that possesses the sequence code in its data-
base for a particular location arrives after a vehicle which has
begun recording the amber-red event start cycle, that vehicle
can then synchronize its sequence code with the earlier arriv-
ing vehicle.

The final step for the Intersection Clock 1800 is to calculate
the time remaining for the display of content. This is accom-
plished by identifying the current point in the timing cycle
(based on the amber to red transition for a given direction by
any vehicle, and as shown in more detail in the description for
FIG. 33), and then determining, at 1880, the time remaining
before the red (stop) light transitions to green (go) for a given
direction of travel. Once that is determined, content packages
fitting the remaining time can be queued and released from
the content hard drive 716, as shown at 1555. Bear in mind
that the Intersection Clock 1800 merely defines the time
within which moving objects equipped with the present
invention can display imagery before it must be terminated in
favor of other operating systems. This process does not in any
way control the physical operation of motor vehicles or mov-
ing objects.

EXAMPLE 3

Finally, a much more basic example of a preferred embodi-
ment of the present invention is the incorporation of such a
system into the family car. Bringing home an automobile with
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the present invention builtin could be reminiscent of bringing
home the first family television, video recorder, or computer
of years past.

Dad decided it would be a family surprise—a new Lexus
‘Crossover’ car—rugged enough for family vacations, yet
refined enough for the office and for mom to do lunch with her
friends. It came in two models, one basic, the other with
Lexus’ new on-board ad display system, something the com-
pany called an “ad/hybrid.” Other than this, the models were
identical. With financing, the slight increase in cost for the
ad/hybrid was barely noticeable in the monthly payment, but
the window sticker made it clear the car would produce hand-
some annual revenue for its owner, significantly offsetting the
costs of its built-in ad display technology. On the sticker, this
revenue had been translated in terms of the car’s annual
savings in operating costs in the same way as its average fuel
performance had been estimated. Dad signed the papers, the
dealer pre-registered the ad/hybrid’s VIN and dad headed for
home.

The kids were all over the car as soon as it drove up the
drive. Right away, his 8-year old daughter wanted to place
picture ads for her after-school dog walking business. His
14-year old son was ready to hook up his DVD player so that
he and his friends could watch wide screen tailgate movies on
the lawn. In fact, both kids seemed to know more about the
technology than dad, and mom just looked on disapprovingly
from the door, irked at the thought of such blatant commer-
cialism. Indeed, a car that shows commercials!

That night, dad logged onto the well-crafted Lexus site
which had the look and feel of a welcoming online commu-
nity. It allowed him to create user names for each family
member and to finish the registration process he’d begun at
the dealership. Quietly and thoughtfully, dad completed his
user profile by following the easy prompts, describing him-
self, his interests, and those of his family. He noticed that he
was never asked any truly personal information in the pro-
file—just age, gender, occupation, educational level, and the
like—all in easy to answer multiple choice questions, which
also encouraged him to describe the things he liked and was
genuinely interested in. He guessed correctly that everything
was somehow linked to the new car’s VIN.

When he was done he clicked “send.” Later that evening,
when he stepped to the garage for another look at his new car,
he was surprised to see that its new license plate was softly
glowing on the car’s otherwise dark rear digital display. What
an improvement, he thought, to no longer have to bolt on
metal plates and add new stickers each year.

The next morning, when pausing behind another car at a
boulevard stop on his way to work, the display on the car
ahead burst into light and color, greeted dad with his own user
name and welcomed him to the Lexus ad network. Minutes
later, behind another vehicle on the freeway on ramp, he
viewed a 30-second spot for his favorite ball club, a promo-
tion for ABC’s Monday Night Football, and was offered 50%
off for his birthday at the Sports Chalet a few blocks from his
home. He had completely forgotten that next week was his
birthday!

Dad parked the new Lexus in his regular spot in the com-
pany’s parking garage, unaware that antennas overhead were
already uploading the morning’s recorded ad deliveries and
downloading to his hard drive the latest content released to the
Internet just seconds before in New York.

On the drive home, in stop and go freeway traffic, dad
noticed that all of the cars in front of him, regardless of make
or model, displayed a brightly colored Nike logo that pulsed
and glowed as the cars slowed and sped up. Of course! They
were passing the convention center and this week was the big
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Sporting Goods Manufacturing Association (SGMA) Show,
where Nike was a major sponsor. Smart of them to buy the
local ad space, he thought to himself. A few blocks past the
convention center, the Nike sponsorships dissolved to be to be
replaced by logos for American Express, Best Buy, Home
Depot, and NASCAR. Dad noted that when cars were moving
at reasonable speeds, they were unable to display anything
other than simple, non animated logos, easily read from dis-
tances; in fact, not much different from trucks and commer-
cial vehicles seen on the streets in past decades. Dad squeezed
the ad pad on his steering wheel and the small display in his
instrument cluster revealed the image that was currently play-
ing on the back of his Lexus to whomever was behind him:
Victoria’s Secret! He recalled that his profile allowed him to
check off any sponsor whose product or service he preferred
not to carry. As the freeway traffic slowed, he noticed that
logos would softly fade to be replaced by standard brake or
turn signal lighting, which now even changed color gradually
with reduced speeds, shifting from deep amber for gradual
speed reductions to brilliant red for full braking. Later, as
traffic crept slowly forward, each car’s license plate was
prominently displayed absent any advertising. Every time his
new Lexus drew close to a car ahead which was at a full stop,
a green spot appeared on that car’s rear-facing display and
gradually changed to amber, then red, at which point he
stopped and the spot vanished. This, he knew, placed him ata
minimum spacing between vehicles in traffic, and at the opti-
mum range and sightline for best viewing based on the model
and VIN codes transmitted between the two vehicles. Accord-
ing to the reports he had read, this proximity compacting
byproduct alone had conserved hundreds of square miles of
wasted traffic lane space on city streets, freeing up turn lanes
at many crowded intersections. Once he was fully stopped in
traffic, the display on the car in front of him faded to black and
music filled his own car’s interior, fed through his Lexus’
surround sound system. The display on the car ahead then
burst forth into a wide-screen movie trailer complete with
stereo sound, which then faded out, to be replaced with brake
lights, as traffic crept forward again. Stopped once again, the
brake lights faded and the movie preview picked up where it
had left oft and finished by offering him family discount
tickets at the theater in his own neighborhood. And it was his
kind of movie. Dad knew the preference codes came from his
own on-board profile in the Lexus, but he was unsure as to
whether the video and audio content came from his car or the
car ahead. He knew it could come from either.

When dad arrived home he found that his daughter had
finished a little graphic ad for her dog walking service. How
could he refuse to let her upload it to the family car? After all,
it would only show in the immediate neighborhood, and then,
only at special times of the day. In fact, the procedure was so
simple, that once she completed her profile, she was able to
upload her little commercial for network approval all by
herself; however, the network declined to let her present her
phone number since she was under the age of 18. Her brother,
meanwhile, had completed his profile using his own com-
puter and had downloaded it—again for network approval—
under his own name and password using the family’s wireless
home network.

As dad drove to work the next morning, he was barraged by
ads for snowboards, video games, a radical new soda, and
previews for kid’s TV shows until he realized the car was
tuned to his son’s new preferences and not to his own prefer-
ence settings. That evening, he made sure that each family
member had their own password and he proclaimed himself
the ad/hybrid’s official system administrator.
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On Saturday, mom borrowed the Lexus to accompany two
of her friends for a luncheon and a book review at the Mon-
drian Hotel downtown. Dad showed her how to switch off the
system so it wouldn’t become an ‘embarrassment’ to her
while she chatted with her friends. Sure enough, not once was
the girls’ conversation interrupted by unseemly commercials
on the backs of the cars ahead, although at one corner, a large
SUV lit up in front of her warning of roadwork and a closed
road on her usual route to the Mondrian. Thanks to the ad/hy-
brid’s to warn her ofa traffic blockage in real time, she and her
friends arrived on time, while other attendees got caughtup in
the delay and missed the beginning of the show. Drivinghome
alone, and now curious, mom switched on the ad/hybrid’s
system. Two blocks from the Hotel, a black Escalade lit up in
front of her, displaying an elegant photo of the Mondrian and
thanked her for her recent visit, followed with an offer of a
getaway package for two at any of the Mondrian hotels
nationwide. Mom pushed the “I” button dad had told her
about, and requested that information be emailed to her com-
puter. Before mom got home, she had watched a knockout
commercial for a new Clairol product, a teaser for a new
high-end shoe store, and was persuaded to drive three blocks
off her route to a Borders Bookstore Grand Opening. That
evening, she relented and completed her own online ad/hy-
brid profile so she too could receive hyper-relevant ads.

A month passed and mom’s Visa Statement arrived. To her
surprise, it showed a $48.70 credit under a Citibank promo-
tion, just because she had watched a few ads! That evening,
she mentioned her little windfall to her husband. Dad went to
his home office and returned proudly with a check from Lexus
in the amount of $849.60, just because he had displayed a few
ads.

Those skilled in the art will appreciate that the exemplary
embodiments described herein can be implemented in vari-
ous ways. For example, visual displays can be of any conven-
tional type, such as thin film transistor (TFT) displays,
organic light-emitting diode (OLED) displays, or any other
type of visual display suitable for the particular context of
installation and use. Network systems and devices can be
server-based or peer-to-peer, centralized or decentralized,
secured or unsecured, or the like. Communications and net-
work interfaces between systems and devices can include
wired (e.g., Ethernet, wire cable, optical fiber, and the like)
and wireless (e.g., radio frequency, infrared, light modula-
tion, and the like) interfaces. Systems, devices and compo-
nents can be implemented using hardware, firmware, soft-
ware, or any combination thereof, including programmed or
programmable data processors, fixed or removable memory
or other storage media, input/output (I/O) devices and adapt-
ers, and the like. Furthermore, means for displaying the con-
tent can be fixed or removable, can be attached to or integrated
into moveable or stationary objects (including but not limited
to cars, trains, trucks, aircraft, watercraft, mobile telephones,
wireless handheld data devices, and other devices having, or
capable of, being connected to a visual display), according to
context of use.

Although the description above contains many details,
these should not be construed as limiting the scope of the
invention but as merely providing illustrations of some of the
presently preferred embodiments of this invention. There-
fore, it will be appreciated that the scope of the present inven-
tion fully encompasses other embodiments which may
become obvious to those skilled in the art, and that the scope
of the present invention is accordingly to be limited by noth-
ing other than the appended claims, in which reference to an
element in the singular is not intended to mean “one and only
one” unless explicitly so stated, but rather “one or more.” All
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structural, chemical, and functional equivalents to the ele-
ments of the above-described preferred embodiment that are
known to those of ordinary skill in the art are expressly
incorporated herein by reference and are intended to be
encompassed by the present claims. Moreover, it is not nec-
essary for a device or method to address each and every
problem sought to be solved by the present invention, for it to
be encompassed by the present claims. Furthermore, no ele-
ment, component, or method step in the present disclosure is
intended to be dedicated to the public regardless of whether
the element, component, or method step is explicitly recited
in the claims. No claim element herein is to be construed
under the provisions of35 U.S.C. 112, sixth paragraph, unless
the element is expressly recited using the phrase “means for.”

TABLE 1

Typical Traffic Signal Event Timing Cycle

North/South Traffic East/West Traffic
Left Turn Thru Traffic Seconds Left Turn Thru Traffic
(1) red/wait amber-red/stop 3 sec  red/wait red/wait
(2) red/wait red/wait 12sec < green/go red/wait
(3) red/wait red/wait 68 sec < red/wait  green/go
(4) red/wait red/wait 3sec red/wait amber-red/
stop

(5) < green/go  red/wait 14sec  red/wait red/wait
(6) red/wait green/go 78sec  red/wait red/wait

What is claimed is:
1. A system, comprising:
a mobile communication device comprising a transmitter
capable of forming a direct communication link with a
vehicle that is capable of moving, and a memory storing
data regarding a user associated with said mobile com-
munication device, wherein said data includes a user
defined set of choices that determine timing and prox-
imity for display of content on the vehicle based on
choice data provided by said user regarding said user;
the vehicle comprising a receiver, wherein the direct
communication link is formed with aid ofthe receiver,
and an exterior display capable of displaying the con-
tent;

wherein the mobile communication device and the
vehicle directly exchange information via the direct
communication link, said information including (a)
position information about the mobile communica-
tion device or the vehicle used to calculate a proximity
between the mobile communication device and the
vehicle, wherein the proximity between the mobile
communication device and the vehicle is recalculated
when the vehicle moves, and (b) a request for content
to the vehicle based on the data regarding the user
associated with the mobile communication device;

wherein the content is presented to the user associated
with said mobile communication device, at least a
portion of which is displayed on the exterior display
of the vehicle; and

wherein a record of the presentation of the content is
stored in a memory, said record comprising (1) infor-
mation regarding the content presented, and (2) infor-
mation comprising confirmation of the direct commu-
nication link between the mobile communication
device and the vehicle.
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2. A system as recited in claim 1: wherein said data regard-
ing the user associated with the mobile communication
device includes a profile of the user that indicates what the
user wants.

3. A system as recited in claim 1, wherein the information
comprising the confirmation of the direct communication link
includes confirmation by both the mobile communication
device and the vehicle of the direct communication link.

4. A system as recited in claim 1: wherein the at least the
portion of the content is displayed when said mobile commu-
nication device is at a predetermined direction relative to the
vehicle.

5. A system as recited in claim 1: wherein said mobile
communication device is a second vehicle.

6. A system as recited in claim 5: wherein said vehicle and
said second vehicle are capable of being in self-propelled
motion while the direct communication link is formed.

7. A system as recited in claim 5: wherein the presentation
of said content occurs in an interior portion of said second
vehicle.

8. A system as recited in claim 1: wherein said mobile
communication device is a handheld device.

9. A system as recited in claim 1: wherein said mobile
communication device is a second vehicle; and wherein said
data regarding the user associated with said mobile commu-
nication device includes other users or potential users asso-
ciated with said mobile communication device.

10. A system as recited in claim 1: wherein said mobile
communication device and said vehicle directly exchange
information via the direct communication link relating to one
or more of the following: information relating the character,
configuration, and properties of said mobile communication
device or said vehicle; information relating to surrounding
objects; or information relating to surrounding locations.

11. A system as recited in claim 1: wherein presentation of
said content is influenced by information relating to schedul-
ing patterns of nearby traffic signals.

12. A system as recited in claim 1: wherein said content
further includes a portion not based on said data regarding the
user.

13. A system as recited in claim 1, further including: a
priority system relating to presentation of said content based
on a nature of said content.

14. A system as recited in claim 13: wherein the nature of
said content is classified as emergency content; content relat-
ing to a surrounding environmental condition; registration
and identification content relating to said second object; pub-
lic safety content; or a combination thereof.

15. A system as recited in claim 1: wherein relative motion
data from said mobile communication device and said vehicle
determines one or more of the following: whether content is
presented; or whether presented content is presented as ani-
mated video or static video.

16. A system as recited in claim 1: wherein said content
includes one or more of the following: audio content, or video
content; said audio content presented by said mobile commu-
nication device; and said video content presented by either
said mobile communication device or said vehicle.

17. A system as recited in claim 1: wherein said mobile
communication device is a second vehicle; and wherein said
content indicates to an operator of said second vehicle a
stopping position relative to the vehicle for an optimal line of
site to said content.

18. A system as recited in claim 17: wherein speed and
positioning information is exchanged between all vehicles
within a transmission range; and wherein said content pre-

15

35

40

45

50

55

60

65

86

sented to said second vehicle indicates to an operator of said
second vehicle relative braking conditions of any vehicles in
front of said second vehicle.

19. A system as recited in claim 1: wherein said vehicle has
a user associated with said vehicle; and wherein at least a
portion of said content presented to said user associated with
said mobile communication device is created by said user
associated with said vehicle.

20. A system as recited in claim 1: wherein a third party
purchases a right to present content on said vehicle; and
wherein said vehicle presents content based on preferences of
said third party.

21. A system as recited in claim 20: wherein said right is
based on one or more of the following: a fixed or relative
geographical area; a time of day; or a period of available
display time.

22. A system as recited in claim 1: wherein said data
regarding the user is transferable to other vehicles at an option
of the user associated with said mobile communication
device.

23. A system as recited in claim 1: wherein said content is
presented in a manner to render said content not viewable by
individuals other than the user associated with said mobile
communication device.

24. A system as recited in claim 1, further comprising: a
display integrated into an exterior body panel of said vehicle;
wherein at least a portion of said content presented to said
user associated with said mobile communication device
occurs on said display.

25. A system as recited in claim 1: wherein the presentation
of said content occurs on an exterior portion of said vehicle.

26. A system as recited in claim 1, further comprising: a
first storage medium associated with said mobile communi-
cation device; a second storage medium associated with said
vehicle; wherein the record of the presentation of said content
is stored in said first and second storage media.

27. A system as recited in claim 26, further comprising: a
central server wirelessly connected to said mobile communi-
cation device and the vehicle; wherein said record of the
presentation of said content is uploaded to said central server.

28. A system as recited in claim 27: wherein a compilation
of uploaded data is offered for sale.

29. A system as recited in claim 28: wherein said record of
the presentation of said content includes time of display;
subject matter of said content; duration of display of said
content; a subset of said data regarding the user; or any
combination thereof.

30. A system as recited in claim 1, further comprising: a
record of compensation to said user associated with said
mobile communication device for forming the direct commu-
nication link with the vehicle.

31. A system as recited in claim 1: wherein information is
exchanged between said mobile communication device and
the vehicle related to identities of said vehicle and the mobile
communication device.

32. A system as recited in claim 1: wherein said mobile
communication device and said vehicle exchange informa-
tion related to audio playing in said mobile communication
device; and wherein said content is video content synchro-
nized to said audio.

33. A system as recited in claim 1: wherein content pre-
sented to said user associated with said mobile communica-
tion device is limited by a user associated with said vehicle.

34. A system as recited in claim 1, wherein at least a portion
of'the content is displayed on a formed display with surfaces
contoured to meet body panels of the vehicle.
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35. A system as recited in claim 1, wherein the display is an
organic light-emitting diode (OLED) display.

36. The system of claim 1 wherein said information includ-
ing the request for content is exchanged via the direct com-
munication link when the calculated proximity between the
mobile communication device and the vehicle fall within a
predetermined proximity threshold.

37. The system of claim 1, wherein said timing and said
user defined set of choices include a number of passengers in
the vehicle other than the user.

38. The system of claim 1, wherein said timing and said
user defined set of choices include whether the vehicle is
moving or stationary.

39. The system of claim 1, wherein timing and said user
defined set of choices include the user’s willingness to view
advertisements during a given time period.

40. The system of claim 1, wherein the defined set of
choices includes blocking at least a subset of the content
displayed on the exterior display of the vehicle from individu-
als other than the user.

41. The system of claim 1, wherein the defined set of
choices includes blocking of at least one specified advertise-
ment type.

42. A computer implemented method, comprising:

compiling a user defined set of choices that determine

timing and proximity for the display of content on a
vehicle that is capable of moving based on choice data
provided by said user regarding said user;

associating said defined set of choices with a mobile com-

munication device, said mobile communication device
associated with said user;

forming the direct communication link between the mobile

communication device and the vehicle via a transmitter
of the mobile communication device, and a receiver of
the vehicle;

transmitting position information about the mobile com-

munication device or the vehicle, directly via the direct
communication link from said mobile communication
device to said vehicle;

calculating a proximity between the mobile communica-

tion device and the vehicle using the position informa-
tion transmitted via the direct communication link,
wherein the proximity between the mobile communica-
tion device and the vehicle is recalculated when the
vehicle moves;

transmitting a request for content to the vehicle via the

direct communication link based on said user defined set
of choices; and
presenting the content to said user associated with said
mobile communication device, at least a portion of
which is displayed on an exterior display of said vehicle,

wherein a record of the presentation of the content is stored
in a memory, said record comprising (1) information
regarding the content presented, and (2) information
comprising confirmation of the direct communication
link between the mobile communication device and the
vehicle.

43. A method as recited in claim 42, wherein the informa-
tion comprising the confirmation of the direct communication
link includes confirmation by both the mobile communica-
tion device and the vehicle of the direct communication link.

44. A method as recited in claim 42, further comprising:
prioritizing the presentation of said content based on a pur-
pose of said content; wherein purpose of'said content is one or
more of the following: advertising; informational; traffic
related; safety related; news related; region specific; political;
or mere frivolity.
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45. A method as recited in claim 44, further comprising:
pre-empting the presentation of said content based on one or
more of the following: surrounding environment of said
mobile communication device and said vehicle; presence of
emergency circumstances; or public interest.

46. A method as recited in claim 42, further comprising:
prioritizing the presentation of content based on preferences
of said user.

47. A method as recited in claim 42, further comprising:
transferring said user defined set of choices to other vehicles
at an option of said user.

48. A method as recited in claim 42, further including:
displaying registration and identification information for said
vehicle on said vehicle.

49. A method as recited in claim 42, further including:
displaying content created by a user associated with said
vehicle on said vehicle.

50. A method as recited in claim 42, further including:
displaying indicators of optimal traffic and view positioning
on said vehicle to said user; wherein said mobile communi-
cation device is a second vehicle.

51. A method as recited in claim 42, further including:
pre-empting the presentation of said content in the presence
of external wireless signals for emergency or traffic direction
purposes.

52. A method as recited in claim 42, wherein said mobile
communication device is a second vehicle and further includ-
ing: presenting audio content to said user using said second
vehicle.

53. A method as recited in claim 42, further including:
presenting video content to said user using one or more of the
following: said mobile communication device, or said
vehicle.

54. A method as recited in claim 42: directly exchanging
information relating to information relating the character,
configuration, and properties of said mobile communication
device and said vehicle; information relating to surrounding
vehicles; and information relating to surrounding locations;
or any combination thereof, via a direct communication link
formed between said mobile communication device and said
vehicle.

55. A method as recited in claim 42, further comprising:
presenting no content or content as one or more of the fol-
lowing: animated video, or static video, based on relative
speeds between said mobile communication device and said
vehicle.

56. A system as recited in claim 42: wherein said exterior
display is integrated into an exterior body panel of said
vehicle.

57. A system as recited in claim 42: wherein said exterior
display is on a rear portion of said vehicle.

58. A system as recited in claim 42, further comprising:
storing the record of the presentation of said content in said
mobile communication device and said vehicle.

59. A system as recited in claim 58, further comprising:
uploading said record of said presentation of said content to a
central server wirelessly connected to said mobile communi-
cation device or said vehicle.

60. A system as recited in claim 59, further comprising:
offering a compilation of uploaded data from said central
server for sale.

61. A system as recited in claim 60: wherein said record of
said presentation of said content includes one or more of the
following: time of display; subject matter of said content;
duration of display of said content; or a subset of said user
defined set of choices.



US 9,183,572 B2

89

62. The method of claim 42 wherein the display is a display
integrally forming a one or more body panels or glazing of
said body panels, wherein the display is an OLED display.

63. The method of claim 62 wherein the OLED display
integrally forms a back panel or glazing of a back panel of the
vehicle.

64. The method of claim 42 wherein the transmission of the
request for content occurs when the calculated proximity
between the mobile communication device and the vehicle
fall within a predetermined proximity threshold.

65. The method of claim 42, wherein said record of the
presentation of the content further comprises information
comprising financial compensation for the content presented,
said financial compensation determined based on the infor-
mation about the confirmation of the direct communication
link.

66. The method of claim 65, wherein said financial com-
pensation is calculated to be zero.

67. A method, comprising:

forming a direct communication link between a mobile

device and a vehicle via a transmitter of the mobile
communication device and a receiver of the vehicle;
populating said vehicle with content; and

presenting said content to a user associated with said

mobile communication device on a display integrally
forming one or more body panels or glazing of said body
panels of said vehicle, wherein at least a portion of said
content indicates to the user of the mobile communica-
tion device a stopping position relative to the vehicle for
an optimal viewing distance between the vehicle and the
mobile communication device for the user to view said
content, depending on information transmitted directly
from said mobile communication device to said vehicle
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via the direct communication link, said information
including a unique profile or portion thereof of the user
the associated with said mobile communication device
that is provided by said mobile communication to said
vehicle.

68. A system, comprising:

a mobile communication device comprising a transmitter
capable of forming a direct communication link with a
vehicle, and a memory storing data regarding a user
associated with the mobile communication device;

the vehicle comprising a content storage device and a
receiver, wherein the direct communication link is formed
with aid of the receiver; and

a display integrally forming one or more body panels or
glazing of said body panels of said vehicle for presenting
content stored on said content storage device to the user
associated with the mobile communication device, wherein at
least a portion of said content indicates to the user of the
mobile communication device a stopping position relative to
the vehicle for an optimal viewing distance between the
vehicle and the mobile communication device for the user to
view said content, depending on information transmitted
directly from said mobile communication device and said
vehicle via the direct communication link, said information
including said data regarding the user associated with the
mobile communication device.

69. A system as recited in claim 68, wherein at least a
portion of the content is displayed on a rear surface of the
vehicle.

70. The system of claim 68 wherein the portion of said
content that indicates the stopping position includes a visual
color change indicative of proximity to the vehicle.
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